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INTRODUCTION 
A. Statement of Problem 
The great increase in suburban shopping centers 
around Boston, coupled with the introduction of a number of 
discount houses handling soft goods has given the consumer 
a wider choice as to where to buy goods and services, and 
has stirred considerable apprehension in the minds of all 
whose fortunes and well being depend on the future of 
their downtown store and their outlying branch operations. 
With so many involved and. so much at stake, the need to 
understand and exploit the advantages created by these 
changes mounts, but what to do depends on a careful 
appraisal of the situation. 
A recent study was made in three American cities: 
Columbus, Ohio; Houston, Texas; and Seattle, Washington, in 
an attempt to determine how individuals and groups meet 
their shopping needs. 
A series of interviews, tests, and statistical 
analyses made it possible to, list factors affecting 
shopping attitudes and behavior. Twenty-three factors were 
listed in a comparison of suburban and downtown shopping 
centers. 
Of these twenty-three factors the most important 
advantages and disadvantages are listed below. The survey 
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revealed that the shoppers listed the advantages of down-
town shopping to be: 
(1) A larger selection of goods; 
(2) An opportunity to do many errands at one time. 
(3) Prices were thought to be better. 
The disadvantages of downtown shopping were in their order o£ 
importance: 
(1) Difficult parking. 
(2) Crowded stores during peak shopping hours~ 
(3) Annoying vehicular traffic conditions. 
For the suburban shopping center the advantages 
in order of importance were: 
(1) Nearness to home. 
(2) Ease of parking. 
(3) Better hours offered. 
The disadvantages listed were: 
(1) Suburban stores lacked a large selection of 
goods. 
(2) Suburban shopping centers did not have all 
kinds of businesses represented. 
(3) They considered prices higher than those 
offered by the downtown stores. 
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B. Method of Approach 
This thesis will attempt to examine: the 
relatively new field of discount houses selling soft goods, 
the major disadvantages listed for the downtown area and 
outlying branches. 
In discussing the discounter now selling soft 
goods we will use the Metropolitan Boston area for our 
discussion. 
In attempting to point up the parking and 
vehicular problem, Boston will be used as our example. 
Boston will also be used to discuss an approach to a probable 
solution to this proble~. 
The problem of store traffic and depth of branch 
stock will be discussed using Filene's as the store under 
study. 
Finally, the question of having an adequate number 
of stores represented in a shopping area will be discussed 
using the suburbs of Boston as the area under study. 
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CHAPTER I 
DISCOUNT HOUSES - THE NEW COMPETITION 
The traditional retailer is faced with many 
problems in the conduct of his day to day business. In 
addition to the every day problem of satisfying his 
customers, he must also be alert to the plans and actions 
of his competition. Several years ago the traditional 
retailer felt the first tremor of competitionin a strange 
operation that used as a password, "I can get appliances 
for you wholesale." 
A. Birth of the Discounters 
This strange off-price business was being carried 
on by distributors, operating out of warehouses, who could 
take a smaller ma~k up beeause of their lower overhead. 
This type of pperation did not bother the traditional 
retailer's profit column to any noticeable degree, so he 
didn't bother to take a further look. A few years later this 
appliance operation came out of the "whisper" stage and 
entered into full scale competition with the retailer. In 
a very short time the public was conscious of this new 
merchan.t who offered name brand merchandise at discount 
prices. The traditional merchant had the built in factor 
of a well respected and long established name. This factor 
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was soon minimized because the manufacturers name was 
accepted as evidence of quality. In many instances the 
name was of no consequence. The "discount house" began to 
expand his coverage of merchandise offering goods of all 
description from quality watches to power lawn mowers. 
B. Reaction of the Traditional Retailer 
The traditional merchant could not ignore the 
discounter, who was now making his existence felt by 
lowering the sales volume of the downtown departments. 
The downtown merchant, having no choice, elected to meet the 
discounter. The downtown merchant's advertisements 
announced in large ads that "They would not be undersold." 
Filene's, during the Christmas season, included in their 
ads a statement to the effect, "that anyone finding lower 
prices anywhere upon notification Filene's would adjust 
their prices." 
c. Discount Houses in Soft Goods 
The discount talk at this time was concerned with 
appliances and hard goods. This was true despite the fact 
that two rather large merchants, Robert Hall and Jim 
Clinton, were offering the consumer clothing in much the 
same manner as the appliance discounter was offering his 
goods. 
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It was in 1955 that the soft good discounter 
began to make his presence known. The first large operation 
was the Forest Hills Factory Outlet. Since that time eleven 
discount houses operate in greater Boston and four more 
just out of the greater Boston boundary. (See map). 
These fifteen discounters, in 1957 grossed 
approximately 70 million dollars, a sum that caused the 
old established retailer to give this new competition a 
serious look. And the discounter, no longer a novelty, began 
to make deeper inroads into the downtown retailer's appliance 
business; and now started chipping away at certain classi-
fications of soft goods. 
D. Method of Operation 
1. Lower Mark-up. The discounter operates on a lower mark-
up, made possible by his ability to lower his expenses. 
Much of the selling done in discount houses is self-selling. 
This self-selling is accepted by the customers who select 
garments from the racks, or appliances from the shelves 
and rather enjoy the procedure. This type of selling, 
as discussed later, allows fewer . salespeople to sell more 
goods to more people. The discounter trims out most of 
the services offered by the traditional merchant, selling 
mostly for cash, charging for deliveries, and operating 
a store generally free of interior decor or window display. 
10 
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The discounter offers "price" to his customers. 
This is the biggest single factor in his operation. The 
traditional merchant can not expect to get more money for 
hard goods bearing the same name, same model number and 
same features, that the discounter has in his store. The 
customer in spending money on hard goods will "shop around" 
and this "shopping around" now includes a visit to the 
discount house. 
The downtown merchant selling soft goods is now 
being plagued by the same kind of operation. Customers 
find it convenient to drive into f,ree parking lots and buy 
"at a price" many of the items that the traditional merchant 
carries in stock. The soft goods merchant has not indicated 
in ads that price will be met on like merchandise, since 
it becomes more difficult, to compare the quality of goods 
that a discounter might have with that of a downtown 
11 
merchant. However, where a manufacturer might have established 
a strong name, it ·eould possibly carry some prestige in 
attracting customers. The major concern of the traditional 
retailer, is the fact that much of the sort goods being 
sold by the discounter needs only the feature of price to 
make it attractive. And the soft-good discounter can offer 
price, a price that the traditional retailer as yet can not 
meet. 
The downtown merchant has a built in plus in 
dealing with soft goods. He can capitalize on fashion. 
The consumer wants and expects a certain amount of interior 
decor when shop~ing for clothing with fashion. It is a plus 
that may exist with the traditional soft-goods merchant for 
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a long time. Consumers aren't too eager to say they purchased 
that special dress or that special suit at a discount house. 
Discount houses also seem to carry a connotation of inexpensive 
merchandise. Customers when buying expect the garment to be 
below the standards of the downtown store. This attitude 
perhaps stems from the belief that the savings being past on 
to them most come out of the merchandise. Clothing for 
children, some sportswear for teeners and casual clothes 
for adults make up the bulk of the discounters sales. These 
items are not expected to last too long, children outgrow 
theirs and teeners tire of theirs before they wear out. 
2. More Attractive Hours for Selling. The second factor 
that favors the discounter are the attractive hours be 
offers. Generally the discounter is open six days a week 
from about 9:30A.M. to 10:30 P.M. In Detroit the 
discounters are also open on Sunday from 10 A.M. to 
6 P.M. or 12 noon to 7 P.M. A minimum of 15% of the 
week's volume is done on Sunday with 35% to 50% drawn in 
evening selling. The downtown merchant finds it too 
expensive to operate for more than two nights a week, 
except during peak seasons, and though the branch, stores 
do offer more night opening they do not approach the 
discounter. 
3. Lower Overhead. It is fairly conunon knowledge that the 
discounter operates on a lower mark-up made possible because 
he has a lower expense figure to meet than the traditional 
merchant. 
This lower expense figure is attained by discounters 
like Mammoth Mills in Framingham who selected an abandoned 
factory for their outlet and were able to lower their rent 
figure. Another example is the Forest Hills Factory OUtlet 
which also operates out of an abandoned factory. Another 
means of lowering the rent expense is to do as Zayre's, 
~ J. M. Fields, and Lechmere Sales have done, these stores 
found inexpensive land and erected fairly inexpensive stores. 
The prime requirement being accessibility to vehicular 
traffic. This is but one of the areas that expenses were cut. 
The discounter uses less sales help, he employs the principle 
of self-service wherever possible. He does not employ 
personnel to decorate windows or maintain store displays. He 
spends a fair amount of money on introductory advertising and 
then uses the newspapers sparingly. He charges for send 
merchandise. He tries to sell for cash. He seeks fast 
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turnover in order to keep his stockclean and not tie up too 
much capital. 
Though the present recession is in its early stages, 
indications are that if it continues or grows any deeper the 
discounter may realize his greatest period of growth as the 
consumer begins to seek more. buying power for his dollar. 
E. Discounter Becoming Major Problem 
In the Boston area the discounter is just another 
problem that the downtown merchant must face. Where soft 
goods discount houses are headed in the future depends largely 
upon the economy and what the traditional retailer does to 
combat the situation. It is reasonable to think that a 
seventy (70) million dollar sales figure should cause some 
concern. A percentage of this seventy-million dollar figure 
represents a loss of sales in the downtown area. If customers 
are willing to select the discounters in order to satisfy 
their needs, the traditional merchant must seek out the 
reasons why. Some of the reasons seem to be; accessibility 
and ease of parking, ease of shopping and ability to examine 
merchandiee, and of course the big factor of price. 
In examining the problem that faces Boston, this 
thesis will trace the retailers birth , growth and expansion 
from downtown areas into the suburbs. A discussion of the 
traffic and parking bottleneck in the Boston area will be 
examined. A look at another bottleneck, the jam around the 
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90unters during peak periods of the day and peak seasons 
of the year. And lastly, a look at the branch operation. 
Relatively new in the retail picture, but of course old 
enough to begin to show a pattern of problems. 
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CHAPTER II 
HISTORICAL DEVELOPMENT OF THE PRESENT RETAIL STORE 
A. Role of the Retailer 
Over the counters of nearly two million retail 
stores in the United States pass virtually all the goods and 
services used by some 165,000,000 customers. Of all the 
economic agencies, retailers are probably the most familiar 
to consumers, for through the retail market each day pass the 
shoppers of America to buy the products that characterize 
the American standard of living. 
With the increasing complexity of the production 
process , and changes in consumer habits and income, retailing 
has taken on an increasingly variegated appearance. The 
nature of the retailer's place in the economic pattern leads 
him (if he is to survive and pro~per) to make adjustments to 
two spheres of influence ; manufacturing and intermediate 
distributive changes , and more important, shifts in the 
character of the consumer demand. It is the shift in consumer 
demand that we shall be dealing with. 
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The services or activities of retail agencies are 
numerous and varied. They take form depending upon the type 
of institution they desire to portray. There are, for example , 
the differences associated with the type of retailer whether 
the seller seeks to contact his customer through door to door 
canvassing, automatic vending machines, mail order 
catalogues, or the more conventional retail store. But, no 
matter how different the method of operation, certain 
activities are common to all retail institutions, from the 
tiny family-operated neighborhood grocery store, to the 
deluxe salon that caters to the preferences of the ''carriage-
trade" , to the great department store which seeks to cut 
across lines of both income and geography. 
The retailer must calculate in advance what his 
customer will buy - the products, qualities, quantities, and 
the price he or she is willing to pay. He must take the 
necessary steps to buy these goods, store them, display and 
have them available when the customer wishes to take 
possession of them. These are but a minimum list of 
retailing activities, the scope of which is almost indefi-
nitely expansible depending upon the markets to which the 
particular retailing establishment chooses to cater. 
In the course of adapting to different market 
situations, numerous retail forms have risen to serve the 
customer. Retailing has evolved in America from the 
elemental trading post of a frontier civilization through a 
host of forms until there exists now a great variety of 
functioning types of varying degrees of strength, as well 
as vestigal remnants of institutions surviving from earlier 
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trading conditions. Accompanying 'the evolution of trading 
methods has been a marked change in the attitude of society 
toward retail merchants. 
The development of an economy characterized by a 
high degree of specialization of labor and mass production 
methoc'B brmught with it an increasingly complex distributive 
organization. To a large extent, the dramatic cost reduction 
which has typified modern manufacturing was achieved ·largely 
at the expense of higher proportionate costs of distribution. 
Retailing has come to absorb increasing amounts of resources 
in the task of servlng as intermediary between the production 
centers and the consuming public. As the Twentieth Century 
Fund demonstrated in one of its publications several years 
ago, it costs more to distribute goods than to manufacture 
them. And the largest part of this cost of distribution 
is incurred in the ·retailing process. 
B. Population Shift from 1861-1890 
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In 1861, the bulk of the population of the United 
States was concentrated in the region East of the Mississippi 
River. Of a total population of 31,443,321, only a little over 
14 per cent resided west of the Mississippi River. The period 
following the Civil War and the opening of the twentieth 
century saw a powerful migration of Americans to the Far West. 
New immigrants from Europe added to the swell of older 
Americans pushing the rrontier to the Pacific coast and, 
in fact, bringing an end to the frontier. Ey 1890 nearly 
27 per cent of the people or the United States were living 
west of the Mississippi, the overwhelming majority of them 
engaged in wrestling their livelihood from the soil. 
Encouragement of westward migration had, of course, 
begun before the Civil War. The Pre-emption Act or 1841, 
implementing legislation passed two decades earlier, pro-
tected "squatters. rights 11 by allowing a settler to purchase 
from the national government a quarter section or 160 acres 
or land at the price of $1.25 per acre. In 1862 the Congress 
of the United States catalyzed the westward movement with the 
.Homestead Act and laid the groundwork for post-war agri-
cultural reconversion with the Morrill Act of the same year. 
The reason for the law makers interest in the 
rarmers were obvious. Agricultural wealth constituted 56 
per cent of the nation•s wealth in 1850 (this figure was 
to drop to 21.8 per cent by 1912), and even as late as 1880 
agriculture still represented the principal source of wealth. 
The population of the United States in 1880 was 71.8 per 
cent rural; specirically the rural population in that 
year stood at 36,026,048. The rise of the great cities 
was still to come. In 1870 there were only seven cities 
with as many as 200,000 inhabitants, and the combined 
19 
population of the seven was less than 9 per cent of the 
country's total. (EW 1900 there were to be nineteen 
cities in this categqry, aggregating 15.5 per cent of the 
country's inhabitants j and whereas Bostqn grew only 124 
per cent in those three decades, and. Baltimore only 90 
per cent, Chicago gained. 470 per cent, Minneapolis 1,460 
per cent and Omaha 536 per cent). 
The bulk of the population and much of the wealth 
in the last half of the nineteenth century, then, were still 
on the far.ms and in small rural communities. The needs of 
these people were for the most part served by retailers who 
functioned as mail order houses. This was the market place 
where the mail order giants were born and grew, such as 
Montgomery Ward, Sears, Roebuck and. Company. Mail order 
attracted many other fir.ms before 1900 , including Spigel, 
May, Stern Company founded in 1882 in Chicago. Almost 
simultaneously with the appearance of the general mail 
order business, America witnessed. the rise of the depart-
ment store catering to city trade. But these new stores 
almost always gave some attention to mall order business 
as well. Among the earliest to enter the mail-order field 
seriously was R. H. Macy and Company of New York, which 
embarked on mail order back in 1874. John Wannamaker also 
ran a mail-order department, and. there were many others 
throughout the land. 
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C. Urban Growth 1890-1930 
The year 1890 is the date accepted by most 
historians as the date that the great westward expansion 
came to a close. This was the year that a marked trend 
seemed to become apparent as the trend towards urbani-
zation gained momentum. In 1790 the urban population 
accounted for but 5.1 per cent of the population , but 100 
years later more than one-third of the people were city 
dwellers. In 1920 the balance tipped in favor of urban 
America. Of 105,710, 620 persons, 54,157,973, or 51.2 per 
cent were classified by the census as living in "urban 
places." Ten years later the Bureau of the Census 
enumerators reported that 68,954,823 persons were urban 
dwellers - 56.2 per cent of the United States population. 
The 1920's registered great gains;,·. for the cities, whereas 
the absolute increase in rural communities was little more 
than 2 million people (from 51,553,647 to 53,820,223) the 
city gained more than 14 million over the 1920 figure of 
54 , 157,973. The urban population increased more than 63 
per cent between 1910 and 1930 in contrast to an increase 
of but 8 per cent in the rural population. The 40 years 
from 1890 to 1930 the impressive character of Americans• 
preference for town and !City life is evident in the 209 
per cent increase in urban population. Over the same period 
the rural population gained but 32 per cent. 
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D. Suburban Growth 1890-1930 
In the years following World War I, the urban 
population was showing signs of centrifugal movement, and 
a shadowland (suburbia) was developing between town and 
country, posing new opportunities - and new problems - to 
retailers of many types. 
Already in the deeade prior to 1930 the population 
within the core cities of 96 metropolitan districts had 
grown only a fifth, while their fringes increased almost 
two-fifths. This trend continued through the thirties, the 
number of metropolitan districts advancing from a hundred 
and thirty-three in 1930 to a hundred and forty ten years 
later, at which time they comprised forty-two million. people 
in the central areas and twenty million ·on the periphery. 
In a period of one hundred years, 1790-1890, we 
experienced the westward movement, the rise of agricultural 
wealth, the decline of the small farm and the birth of new 
industries, mostly in the area of manufacturing and mining 
that caused a migration toward the cities and the establish-
ment of huge consumer pockets that were to demand the 
creation of 11down-town shopp;J.ing centers" to service their 
needs. This same movement which also halted on the out-
skirts of the cities long enough to deposit a sizeable 
portion of their people could have used as early as 1;930 
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a facility such as a 11Shopping center 11 to also service their 
needs. This suburban center was to be postponed until the 
late 1940's. 
E. Causes of Urban Growth 
23 
1. Industrial Growth. The underlying factors for the urban 
shift seem to narrow down to (1) decline of agricultural demands 
by the consumer, and (2) the efficient exploitation of natural 
resources, improved methods of industrial production, and 
the intensive development of both domestic and foreign markets. 
The shift was perhaps even more directly due to the spectacu-
larly rapid expansion of a number of key industries. Some of 
them were entirely new; others were undergoing their period 
of greatest growth. Together they gave a tremendous impetus 
to economic development all along the line. Their need for 
raw materials and for machines stimulated production and 
employment in the country's mines, steel works, and durable 
goods industries. Their own operations provided jobs for 
additional millions of industrial workers, thereby even more 
directly increasing mass purchasing power from which other 
manufacturers as well as themselves could profit. 
2. Automobile industry. The automobile industry was the most 
important of them all, and both at home and abroad it became a 
token of American prosperity. In 1900 there had been but 8 , 000 
cars registered in the United States; twenty years later more 
than 8,000,000 cars were registered. By 1929 the figure 
had virtually tripled , and thereafter registration slowly 
and with slight reverses during the 1930's climbed to a 
high of 29,602,000 ·in 1941. By 1929 the automobile had 
claimed America and there was one car for every five 
persons. 
The increase in automobile registration was 
paralleled by a similar rise in highway and rural road 
mileage. Up to 1891 the construction and the maintenance 
of highways had been entrusted to the care of counties 
and even smaller government agencies. This system became 
increasingly inadequate as the number of automobiles in 
use grew rapidly, and both Federal and state support was 
enlisted. Extensive federal grants to further construction 
of interstate routes began in 1916 , and by 1917 every state 
had created its own highway department. 
The snowballing auto registration figures 
(and the lengthening ribbon of paved roads) attested to 
the strong affinity of the average American for his "car". 
As wecter so aptly remarked, "Americans tend to cling almost 
wistfully to their car through all vicissitude. "* The 
automobile had become the symbol of American production 
"genius", and the assembly line technique of the Detroit 
* 1, p . -317 
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plants has been adopted in countless other industries. The 
motor vehicle has had profound effects on the social pattern 
of a nation, contributing as it has to a much greater 
mobility of persons and to changes in the working and 
recreation patterns of the population. It has both 
destroyed and created industries and has revamped the 
communities and twentieth-century America. And with the 
growing popularity of the automobile the isolated character 
of life on the farm became less and less marked. 
With the automobile contributing to increased 
mobility and the industrialization of a continent having its 
magnetic attractions thus reinforced, it is not surprising 
to find that great shifts occurred in the functional 
patterns of American communities. For if the rural element 
was becoming urbanized, there is evidence that to no little 
degree the city reached toward ruralization. And the 
effect was to lessen the difference between residents of city 
and country. The tendency of an era toward the 'metropolitan 
cornmunity 11 is marked in the following passage from R. D. 
McKenzie's monographpublished as part of Recent Social 
Trends in the United States:* 
With the increasing ease and rapidity of 
travel, p·articularly by motor car, the large city 
has not only brought under its sway much territory 
that was formerly rural , but has extended its 
*1, -~· .318 
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influence far into territory that is $ill classi-
fied as rural. Smaller communities within a wide 
radius of every urban center have lost much of 
their former isolation, provincialism and inde-
pendence. Even beyond the commuting area, the city 
reaches out with its newspapers, radio broadcasts, 
amusements and shopping facilities. In this 
process the character of the city itself is some-
what altered. If the suburban and country 
districts are urbanized the city is in a degree 
ruralized. Its people more and more go outside 
the corporate limits to live, to spend their 
vacations and find recreation. 
Two outstanding factors in the changin~ 
character of the local communities are: (l) the 
increase in the aggregate population of the 
community and the extension of the area within 
which local activities are carried on in common; 
(2) the increased mobility of products and people, 
resulting in a wider range of individual choice, 
more specialization of local services and a more 
closely-kn:Lt community structure.* 
The automobile and paved roads, both cause and 
effect, one of the other, were strong influences in breaking 
down that isolation as was the improved service of inter-
urban carriers. Strong pressures to link and "standardize" 
the shopping habits of the nation came as well from other 
sources. Indeed on every side the rural customers were 
greeted by a broadening range of shopping alternatives. It 
is reported that for the average village the total number of 
retail outlets exclusive of chain stores increased from 
27.7 in 1910 to 39.6 in 1930, and with that 40 per cent 
increase went increasing specialization. This proceeded 
furthest in the larger villages, of course, as illustrated 
*1, p 319 
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by the fact that in 1930 large villages had 6.5 apparel 
stores in contrast to 1.5 for villages of smaller size. 
Virtually concurrent with increased availability 
of merchandise through village stores, the big city depart-
ment stores were extending their influence along expanding 
radii from their central location, thus manifesting another 
sign of the country's growing metropolitan regionalism and 
the progressive destruction of rural isolation. As McKenzie 
noted: 
The retail shopping areas of the larger cities, 
as measured by the daily free delivery service of 
the central stores, have expanded greatly in recent 
years. It has become common practice for the 
larger stores throughout the nation to deliver their 
merchandise regularly within a radius of 30 to 50 
miles. City department stores report not only an 
extension of their delivery systems since 1920 
but also an increasing volume of trade from out-
lying territory. Some stores provide free tele-
phone service ... and some rebate fares depending on 
distance traveled and volume of purchases.* 
F. Chain Store Development 
In all the changing patterns of retail trade 
perhaps the greatest was the emergence of strong chain 
systems. It was estimated that in 1914 there were about 
2,030 parent companies operating chains controlling some 
23 , 893 store units doing a business of not more than one 
billion dollars. Fifteen years later the chains had grown 
~~1, p . 356 
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to include 7,046 organizations composed of 159,826 stores 
with sales of nearly eleven billion dollars in 1929. Thus 
in the post-World War I decade it is said the chain store 
movement showed signs of becoming a latter day echo of the 
heroic combinations in some of the older industries. 
1. Atlantic and Pacific. Modern chain store organ:1z.ations 
began in the grocery field. The Great Atlantic and Pacific 
Tea Company appeared in 1858 and is, so far as is known, 
the oldest chain store organization now in existence in the 
United States. The F. W. Woolworth Company, the oldest 
five and ten cent store, was established in 1879, when the 
first store was opened in Utica, New York. There had been 
earlier efforts on the part of five-and-dime-stores, but 
Woolworth was the first to succeed and remain on the scene 
to the present time. The success of the various chains-
store organizations moved Nystrom to say in 1930: 
I. Chain stores are showing a much greater gain 
in retail sales volume than any other type of retail 
institution. Since 1914, it appeared that the · 
retail volume passing through chains has more than 
quadrupled, while department stores sales have only 
doubled.* 
The chains, as Nystrom pointed out, pyramided 
their volume of business enor.mously,·and chains of one type 
or another began to dot the country with stores selling 
shoes, shirts, clothing, toilet goods, automobile supplies, 
*1, p . 387 
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and a thousand and one other items. rr any tribute be needed 
to the success of chain-store organizations as a retail type, 
it can be found in the overwhelming volume of anti-chain-
store legislation which followed the rise of the chains. 
2. Influence of Style. One of the more subtle and yet 
strongest influence to channel the consumer into 
11Stand.ardized" shopping habits was the media of advertising 
used to develop ~ 'style 11 and ''brand " . 
The major influence in advertising and branding was 
that it .was done on a national scale and was .''educating rt 
consumers in all parts of the country to new products and 
new preferences, often to products more easily sold by stores 
and taken to the consumer by the chains. 
The organized effort by the purveyor or goods on both 
the manufacturing and retail level to sell "stylefl allowed 
them to extricate merchandising from the profit wasting 
traditional emphasis upon competitive prices. Mechanical 
changes increasing speed of transmission of ideas and of 
goods were likewise facilitating factors. Perhaps no single 
testimony exists to the triumph of taste "style" over utility 
than Henry Ford's capitulation to the rapidly spiraling trend. 
Everyone is familiar with the story of America's unregenerate 
individualist abandoning his insistence on producing the 
efficient, long-lived, cheap, "black tin lizzie" in favor 
of the several colors of the new '~odel A' ' in 1927. 
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The impact of fashion on the farm coUpled with 
the greater mobility of the farm population and better 
trading facilities was evident in the distance traveled 
by farm families to purchase women's clothing. A study of 
1,328 midwestern families as early as 1930 showed that 
the average distance traveled for such purchases was 19.5 
miles. Similar studies made as early as 1929 and 1930 
attest to the tendency for farm families to gravitate to 
larger centers for many types of goods. nLocal" trading 
facilities were coming to be relied on mainly for services 
and everyday purchases. The "faraway places" lured 
shoppers for items of less frequent purchase and for goods of 
high unit price or marked style influence. 
G. Creation of Downtown Stores 
We have thus far been able to trace the history 
of department store growth by following the string of 
events that shaped the United States from 1790 to 1930. 
We have followed the westward expansion and witnessed the 
rise and fall of the agricultural kingdom. This kingdom 
was responsible for the creation of door-to-door salesmen 
and gave birth to, and fattened, the giant mail order 
houses. It was this economy that sponsored the "famous" 
catalogues, a means of buying that is still employed and 
still responsible for a great section of the retail 
business. 
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Following the decline of the farm, the greatest 
impetus in the creation of urban areas was the arrival on 
the scene of the automobile. Not only did the automobile 
demand armies of workers to assemble the final product, but 
many other industries had to be created in order to gather the 
raw materials and manufacture the component parts. With the 
automobilecame the need for roads and convenient facilities 
to supply the motorists needs. Coupled with the dec ili ine 
in agriculture and the automobile's entry upon the American 
, scene there rose a third element, the leaning by American 
business men toward manufacturing and industrial expansion. 
All of these events called for a concentration of people 
in order to efficiently work at the new jobs. Into this 
concentrated area came the retailer and began to build · 
the "down-town shopping centers". All of the population 
flow did not assemble in the urban area. Quite a few of 
the people stopped on the perimeter and created a new type 
area that was also in need of service from the retailer. 
Thus was created the suburbs who were not given any serious 
attention until quite a few years after the down-town 
stores were flourishing. 
H. Creation of Suburbs - 1940-1953 
Since 1940 about half of the growth of population 
in the United States has occurred in the suburban areas 
beyond· the city limits of the 168 largest communities. 
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Between 1940 and 1953, population in these suburban areas has 
inc~eased by about 40 per cent, as against the gain of less 
than 15 per cent for the 168 large cities of the group and 
a gan of 7 per cent for the rest of the country. At present 
these 168 suburbs alone house about 20 per cent of all 
population vs. 32 per cent in the central cities and 
48 per cent in the small cities, towns and farms. 
Since the war over half of all home building in 
the country has been concentrated in these 168 outlying 
areas. 
In the forefront of the present migration to the 
suburbs have been young, middle income families with children. 
According to the Bureau of Labor Statistics, 55 per cent of 
the new home buyers have incomes between $3,000 and $5,000; 
only 15 per cent had incomes over $7,500. The proportion 
of unmarried women in suburban areas is about 10-20 per 
cent lower than her city sister. There are about 20-30 
per cent more children than in the cities. 
While the middle income groups have tended to move 
to the suburbs, industrial expansion has encouraged the 
movement of lower income groups into the cities, such as: 
Puerto Ricans into New York, Southern whites and Negroes 
into Middle \tJestern cities, and Mexicans into the West and 
South West. The results is a heavier proportion of low 
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income families in practically all the large cities, and a 
corresponding concentration of the middle income families 
in the suburbs. 
1. Who Comprises Suburbia? Even more important from the 
viewpoint of the retailer than the size of the suburban mi-
gration is the fact that these suburbs have begun to develop 
their own distinct living pattern. This living pattern is 
in considerable contrast to the older "class market" of 
wealthy people living in the cities and older suburbs. It 
is also in contrast -to the ''mass market" pattern of the lower 
income urban groups. A brief examination of the main 
characteristics of this new suburban living pattern is useful, 
because it is this new pattern that made the opening of 
branches to serve this market such an obvious one. 
Children: The flood of babies determines many 
suburban needs, from diapers to 
children:·• s clothing and toys, schools 
and higher education in the years to 
come. A suburban shopping center 
would make it easier for the parent 
to bring the small pre-school, or early 
school, child to the store for the 
purchase of clothing that had to be 
tried on for size. 
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Less time for drudgery: The suburban housewife 
expects her husband to give her the 
means to avoid as much as possible the 
monotony of household tasks, most of 
which she and her husband have to do 
themselves. Servants are a r.arity in 
most suburban areas. Often the hourly 
wages of the plumber, painter or 
carpenter are higher than the husband's 
own. Thus, the suburban home relies 
on whatever labor - saving appliances 
or gadgets it can afford, from washers, 
dryers, dishwashers and food freezers, 
to power lawn mowers and power tools. 
Despite all of these "aids" the house-
wife still finds very little, if any, 
time to make a trip into the downtown 
area to make needed routine purchases. 
The convenience of the shopping center 
is a great aid, 
2. What Have Retailers Done to Service Suburbia? Although 
the suburban exodus has been under way for several decades, 
many forms of retailing have been amazingly slow to follow the 
population, According to the 1948 Retail Census, Suburbia 
had its fair share of food, drug and convenience stores, but 
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stores selling apparel, home furnishing and appliances were 
relatively few. As of 1948, in all but the fewest largest 
cities, downtown department, variety and specialty stores 
handled 90 per cent to 98 per cent of all business in their 
lines, although 25 to 40 per cent of the population lived 
in the suburbs beyond the city limits. 
The renewed growth of "Suburbia'' in recent years has 
furnished retailers with both an opportunity and a host of 
problems. Before the war, few shopping districts could draw 
on sufficient population to support a full scale department 
store. According to a survey by "Women's Wear n, as of 1945 
there were probably less than 100 suburban branches of 
department and specialty stores. Most of these branches were 
small, lacked wide assortments, and were not particularly 
successful. Now, with booming population and income the 
number of suburban areas that can support a department store 
or a large department store branch, multiplied enormously. 
Already, since 1945, over 200 branch department stores 
have been opened. Most of these have been large units with 
sales of from $3 million to 10 million, and in a few 
instances up to, or even in excess of, $20 million. 
Most of these branches have been located in the 
existing suburban shopping districts or in neighborhood 
locations. However, the growth of business and traffic in 
these districts has rapidly led to congestion, overburdening 
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streets and parking facilities. As a result, in recent 
years, larger stores have been driven to look to the new 
11regional 11 shopping center as a means of securing adequate 
space and parking. The handful of such centers already built, 
and the many now projected, employ the same concepts of 
architectural planning previously used in major housing 
developments. The builder or retailer acquires a strategic 
20 to 100 acres, often of empty farmland. This land is 
then developed as a single , integrated shopping district, 
including one or more department stores, a _variety store, 
specialty stores of all types food markets and convenience 
stores of all kinds, and parking for several thousand cars. 
This plan should attempt to reduce the distance from parking 
lot to stores, and to provide protected, traffic free walks 
and malls, space for shows and community events, and even 
playgrounds for children. 
From all indications the greatest boom and the 
greatest capital investment in the future appears likely to 
be the regional shopping centers. 
Let us first discuss elements that are essential 
to the operation of a branch store. The needs of a 
suburban store are somewhat similar to an individual store 
located in a suburban shopping center or in a regional 
shopping center. Any store requires: 
(1) A large enough number of potential customers. 
(2) Transportation and facilities to enable 
customers to get to the store. 
(3) Organization, merchandising and promotion 
both by the store and its immediate 
competitors to attract these customers. 
3. New Problems for Retailers in Suburbs. However, while 
these are the universal requirements of all . retailing, 
they do assume their own peculiar form in the suburban store. 
Many problems have been so well resolved for the downtown 
store that they rarely need to be considered. For the 
suburban store these same problems often are acute and 
particularly difficult to resolve. Thus, for example, the 
group of competing stores that make up a downtown shopping 
district has been worked out through the years of trial 
and error, competitive success and failure. In a suburban 
shopping center, built from the ground up, what stores to 
include is a major question, demanding careful planning. 
Similarly, the downtown area is an established transportation 
hub. Facilities exist , although planning may be needed to 
revise or improve them. In the suburban location, the main 
facilities, and especially automobile parking must be 
properly planned or there will be poor traffic. It may be 
said that this need for basic planning is the major problem 
of the suburban location and its greatest opportunity. 
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Until about 1950, a majority of suburban stores were 
built too small; the volume of trade which they could attract 
was greatly underestimated. With smaller stores there was 
either inadequate representation of departments or mere token 
assortments with inadequate depth of stock. 
For instance, the recent Boston University survey, 
"Downtown and Suburban Shopping Study of Greater Boston"* 
shows that two of the chief complaints of Boston housewives 
with respect to suburban stores are 11choice of merchandise" 
and "range of sizes and colors". 
The current trend is to larger suburban stores. 
While many smaller centers cannot support stores of sizes 
over 100,000 square feet in total area, larger centers 
often require stores of 200,000 square feet or even more. 
The large downtown department storesfrequently encounter 
difficulty in attempting to compress the assortments 
identified with the downtown stores into too small a suburban 
unit. Generally, the ratio of selling space in a suburban 
store can be higher than downtown, perhaps up to 70 per cent. 
With large suburban stores operated as branches of 
downtown stores, important organization problems are posed. 
It is no longer feasible to operate such branches as mere 
selling outposts ; provisions must be made within the branch 
for some merchandising and stock maintenance responsibilities, 
and particular attention must be given to the problems of 
*8 , p. 39 
liaison with the main store buying organization. As indicated 
earlier in this report, merchandise preferences and shopping 
habits of the suburban market are likely to be different 
in important respects from those of the downtown market. 
And some observers believe, furthermore, that when a store 
develops five or more sizeable branches the management should 
consider relieving buyers of responsibility for the selling 
operations and permitting them to concentrate on merchandising 
and buying tasks. 
Despite the fact that one of the presumed advantages 
of suburban branches is the ability to spread the advertising 
of the parent store over a number of stores, nevertheless 
experience indicates that there is also a need for local 
events, stunts, traffic builders, etc., to develop full 
acc~ptance of the shopping center within its local area. 
Hence some additional promotional expense will be 
necessary and there will be some important management problems 
in working out cooperative promotional activities with the 
other. tenants of the center. Newspapers in local communities 
look for local events and are usually cooperative. 
Because of the different buying habits of 
11Suburbia ", experience indicates that .a greater number of 
night openings than is likely to be the case for the downtown 
stores. 
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So far, there has been no detailed information con~ 
cerning the operation of a particular store and its branches. 
We have attempted to develop the background of retailing in 
order to get a better understanding of the retailer's present 
situation and the problems he is faced with. In order to 
examine these problems we will take Boston as our city for 
study and Wm. Filene's and Sons as our store. 
I. Historical Outline of Wm. Filene's and Sons 
It is the custom of Filene's to list 1851 as the 
date of origin. This was the decade before the Civil War 
and the era before the start of the great sweep westward. 
In that year (1851) William Filene, an energetic 
tailor who migrated from Poland, opened a tiny store in 
Boston on Washington Street. Later there were stores opened 
in Lynn, and Salem, Massachusetts and Bath, Maine. In Lynn, 
there were two stores, one specializing in women's wear and 
the other in boys' and men's wear. The Filene family 
occupied the quarters above one of the stores. There were 
four sons, including Edward A. and Lincoln. Edward and 
Lincoln terminated their education at the completion of 
high school in order to work full time for their father. 
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In 1881, the Lynn store was sold along with holdings 
in Bath, Maine, and the concentration was placed on a Boston 
store located at 10 Winter Street. This store was one of the 
most modern of the day. 
At this time in the economic history of the United 
States there was no distinct move in most of the country for 
the establishment of downtown areas. Boston, however, was 
beginning to structure a strong financial center that needed 
housing and clerks to service the needs of a growing economy. 
By 1890 a five-story building and basement was 
leased on Washington Street, perhaps the greatest space set 
aside for the purpose of selling women's ready to wear and 
accessories. 
With the opening of this new store, William Filene 
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retired and turned the store over to Edward and Lincoln. This 
retirement launched into retailing the most: . .'famous brother 
partnership that retailing was to know. 
Growth of the country continued and with it the 
growth of Wm. Filene's. In 1901 the business was transferred 
to a new building that trebled the selling space. In 1903 
the old building was needed and a lease was taken. This 
building was then used for selling childrens and misses 
apparel, hoisery and knit underwear . 
.. 
The year 1909 will perhaps be hailed as the year 
of the "brain-child" for it was in 1909 that the "Automatic 
Bargain Basement" was born. This innovation came as a result 
of Edward A. Filene's study of methods of lowering distri-
bution cost. Though the business world predicted failure 
for the "scheme" adherence to the rule for automatic price 
reduction, dramatic advertising, and by paying cash for 
distress stocks, the "scheme 11 became a spectacular success. 
By 1912 the annual sales volume of the store had 
grown to $4.5 million. The store moved to its present site 
at the corner of Washington and Summer Streets. The same 
year marked the expansion into the men's clothing field. 
In 1929 Lincoln Filene was instrumental in 
bringing about the formation of the organization known today 
as ''Federated Department Stores Inc. " . This was also the 
year that Filene 's expanded and took in .. the whole block 
bounded by Washington, Summer, Hawley and Franklin Streets. 
Almost from the inception of the store, Filene's 
has been in the branch store business in some form or 
another. 
The more permanent and definite form should 
perhaps be traced no further back than 1935 when a "shop 11 
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was opened near the college campus in Wellesley in order to 
cater to the needs of the students. The success of this store 
should have been forewarning enough to alert the merchants 
to the future of branches. Several other 11shops" were placed 
near college campuses and though slanted to the student they 
received attention from the local shoppers as well. 
Branches eventually made their need felt and since 
1935 Filene's opened several, closed a few, and now has 
stores located in the follow-ing cities: Chestnut Hill, 
Wellesley, Belmont, Winchester, Worcester, Northampton, 
Massachusetts, also a branch in Lewiston, Maine_ In 
addition to these branches Filene's is part of the huge North 
Shore shopping center that is under construction in Peabody, 
Massachusetts. 
The growth of Filene's, of course, is tied to the 
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growth of the country. Problems that seem to affect retailers 
in the west can usually be traced to have their counterpart 
in the east. The problem of traffic and parking !n Boston, 
is likewise a problem in Seattle, Washington. How to serve 
customers at less expense, is a problem with Filene's and is 
likewise a problem with J. L. Hudson in Detroit, Michigan. 
This thesis will . consider s~veral questions and the thinking 
' will be about Boston and about Filene's, but it can surely be 
applied anywhere with a very few alterations. 
CHAPTER III 
THE PARKING PROBLEM IN BOSTON 
There is one major finding that pervades through-
out all the material I have read on the problem of parking. 
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It is this: the evidence seems more convincing that, al-
though parking in many instances is definitely a factor in 
business, sweeping generalizations regarding such a complex 
subject are highly impracticable. Every metropolitan area, 
every central city, each downtown - indeed each retail 
establishment - is affected to some degree by parking 
conditions. Each and every situation represents a different 
problem, however, and innumerable interdependent circumstances 
must be considered in any reliable appraisal of the real 
value of parking. In other words, each individual case 
must stand on its own merits. 
A. Parking Demands 
The demand for parking space varies with the time 
of day, from day to day, according to the season of the 
year, the state of the weather and the objectives of persons 
seeking space. 
Those employed in business establishments, offices , 
banks, etc., desire facilities for parking their cars 
throughout the business day. Tax returns and prosperity in 
business areas depend largely upon the activities of this 
class and its ability to render service. 
Professional men desire parking for their cars 
during their office hours. This class also contributes 
to the economic health of the area. 
Customers, clients and patients desiring to 
transact business or to consult the professional people 
require space. 
Merchants must receive and ship goods in order to 
transact business and maintain their establishments. Trucks, 
large and small, must have access to the place of business 
for delivery and pick-up. 
There are marked differences in the parking 
demands in the various sections of the congested area owing 
to the nature of the predominant enterprise. Department 
store~ office buildings, banks, public buildings, theatres, 
industrial plants, etc. each call for one or more sorts of 
parking as to time and class of vehicles. 
B. Mass Transportation 
Consideration must be given to the efficient 
operation of mass transportation vehicles. 
If street car, elevator, and bus service could be 
made more comfortable, frequent, convenient and rapid, more 
people would use them because such transportation is, as a 
rule, cheaper than operating a car, especially under present 
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conditions. The increased usage of mass transportation 
methods would reduce the usage of cars and so relieve the 
parking situation. The great question arises as how this 
change in habit can be brought about. In Philadelphia, 
Detroit, Cleveland and Boston the transit companies have 
been fairly successful through providing parking spaces in 
outlying districts and charging a small fee which includes 
transportation into and out of the congested area. 
C. Off-Street Parking Facilities 
Off-street parking in the congested area is not 
without its problems. When parking lots and garages are 
located on much used streets, the entry and egress of 
vehicles using the facilities are very apt to create a 
hazard and cause congestion when they cross . sidewalks and 
leave or enter the roadway. This is particularly true during 
the peak hours, when most cars want to leave the parking 
spaces and at the same time there is the greatest vehicular 
and pedestrian traffic. 
The location and fees charged by off-street 
parking facilities have a marked effect on their usage. The 
distance people will walk. The size of the community seems 
to have an influence also. Studies seem to indicate that 
the larger the city the further people will walk, although 
this does not hold true in any definite ratio. 
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D. Why Is There a Parking Problem? 
Stated simply, the parking problem is this - every 
person would like to park, without charge, in front of the 
place he or she is going. Of course this is impossible 
because of the increasing number of private automobiles 
coming downtown, for which parking is desired, Because it 
is impossible, the parking probkem has become one of our 
greatest challenges. 
E. A Typical Situation 
In order to analyze the problem more carefully, let 
us check off the parking activities during a normal business 
day and see how the problem develops. 
7-8 A.M. The f~rst to arrive downtown are service 
and office employees who open the doors and sort the mail, 
store owners and managers. They are the all day parkers. 
Unless curb space is prohibited early (8-9:30) or restricted 
to short time use, with effective enforcement, this group 
soon occupies all available curb space. 
8:30-9 A.M. BY now the bulk of the office and 
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store personnel are downtown. Because all curb spaces are 
full the remainder begin to fill up the more centrally located 
off-street facilities within two or three blocks of the 
major office and department store buildings. 
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10:30 A.M. The shoppers, and those who come downtown 
on other business begin to arrive. The only spaces remaining 
at the curb or in fringe car-parks are usually many blocks 
away from where these people want to go. 
These shoppers and clientele are important to the 
central business district. Millions are spent to attract 
them to the central city. However, they are reluctant to 
park more than two blocks away from their destination, so 
there is a heavy demand for the close in parking areas ..• the 
same ones filled earlier by all-day parkers. 
While more people are driving more cars, downtown 
has not been able to provide the streets needed to handle this 
increased traffic. In order to keep traffic moving and 
streets clear more and more restrictions on curb parking 
have been established. During the last 5 to 10 years, curb 
space for parking has disappeared in cities of all populations 
at an average rate of 2 per cent annually. In the larger 
cities the decrease has reached 7 per cent. 
Parking has been restricted in many cities during 
peak traffic periods on many thoroughfares, such as from 
7-9:30 A.M. and from 4-6:30 P.M. Parking between these 
peak periods isusually limited to one or two hours. In 
Philadelphia all parking is banned within 26 blocks of City 
Hall in all directions. 
The removal of space that was once available for 
free parking has promoted the complaint of parking shortages. 
There is an unwillingness on the part of some ;erchants to 
recognize the ever increasing importance of off-street, 
car-parks and garages for parking. They still insist on 
maintaining parking at their front door without realizing 
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how little such parking actually contributes to their business. 
Most authorities agree, however, that it will only be a matter 
of time before off-street parking will be supplying almost all 
of the parking space in congested downtown areas. This 
situation now exists in a large portion of Philadelphia's 
business district and the loop in Chicago. 
F. Parking Is Costly 
What is not often understood is that parking, like 
any other service, must be paid for. Parking facilities, 
to attract patrons usually must be located on the highest 
priced land in the community. The normal costs of lot . and 
clearing range from $10 to $50 per square foot. There are 
costs for attendants, insurance and taxes. In return, 
there should be a reasonable profit expected for offering 
a needed service to the public. 
G. Downtown Versus Suburban Parking 
The central city today is faced with strong 
suburban competition. With the greater use of automobiles 
and the movement of population outward, greater travel time 
into the central business district, congestion, and 
difficulty in finding a place to park discourage many 
shopping trips. In spite of such objections, downtown 
business has generally increased although such increases 
have not been in proportion to all city wide business growth. 
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Despite the movement towards the suburbs, the central 
business district will always dominate city business, it 
offers a greater selection of goods and services; lower prices 
for merchandise; most business offices are still there; it is 
usually the government and financial center; it has most of 
the hotels, restaurants and large theatres; and it is most 
easily accessible to the largest number of people. The 
central city provides a livelihood to thousands and they 
in turn comprise the bulk of downtown customers and clientele. 
The central business district cannot compete with 
suburban stores in the amount of space related to the store 
area. Such space often amounts to a ratio of 3 or 4 to 1. 
Adequate parking, however, is necessary in the central area. 
How much is adequate will depend upon location in relation 
to competitors and how far customers will walk. How this 
can be accomplished is explained in the chapters. 
H. Who Wants to Park? 
There are two clearly defined groups of parkers. 
Each of the groups presents a distinct problem requiring 
a separate solution. This is true even though the 
facilities for one group are occasionally used by the 
other. The groups are: The short-time parker. (This 
includes shoppers and errand-parkers). The long-time 
parker. (This includes employees, business and professional 
men). 
The short-time parker (less than three hours) is 
important to the lifeblood of both downtown and the outlying 
shopping districts. This group is made up of shopper client. 
If he or she cannot park, they will go where they can. 
Inadequate parking means a loss of business, not only to 
~tores but to restaurants, theatres, doctors, dentists, 
optometrists, and many other service enterprises. 
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A special type of short-time parker is the errand-
parker. The errand-parker confines most of his missions to 
neighborhood stores or shopping centers. But he still has 
frequent occasion to come downtown. When he does, he wants to 
leave his car just for a few minutes and he is reluctant to 
pay more than 5 or 10 cents for his brief stop. 
The shopper and cliental-parker are willing to walk 
a reasonable distant from a parking space to destination. 
Unlike the errand-parker, these groups of parkers usually 
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have several stops to make and will park one to three hours. 
Consequently, they are willing to spend more getting from their 
parking space to their destinations than is the errand-parker. 
Nevertheless, even the shopper or cliental-parker will not use 
a facility that is more than three or four blocks from the area 
they intend to visit. The distance-parkers are willing to 
walk increases as population increases. They are willing, 
however, to pay mor.e for parking than the errand-parker 
because they plan to stay for a longer period. 
The long-time parker (over three hours) is genera]y 
employed in the downtown business district. He drives to 
work in the morning and home at night; he does not usually 
use the car during the day. 
Exceptions are those who do a quick errand at 
lunch or salesmen who work downtown and make a number of 
business calls by car .d.uring ·the day. This type is a 
combination of the all-day parker and the errand-parker, 
since he moves around and parks for short as well as long 
periods. 
The all-day parker will walk further to his car 
from his desk than will the short-time parker will walk to 
shop. Less than half as many parkers parking one-half hour 
are willing to walk 3 blocks as those who are parked for two 
hours or more. 
Parking studies in downtown areas of 14 cities 
indicated that over 22 per cent of the cars were 
parked by owners on shopping trips; 26 per cent by 
workers; 36 per cent by persons on business 
errands; about 5 per cent on social-recreational 
trips; and 11 per cent on trips to medical offices, 
schools and restaurants. -~~ 
Since parking is an everyday cost, the all-day 
parker does not want to pay as much proportionately as the 
short-time parker. The price the driver will pay and the 
number of hours he will park make the provision of off-street 
parking for him a less sound commercial investment unless the 
parking area can be coupled with some other enterprise or 
located on low-va~ue fringe property. 
I. What Can Be Done About It? 
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1. Curb Parking. Few cities get the maximum use out of 
parking at the curb where such space is not needed. for traffic 
movement. The reason is due to improper time limits, enforce-
ment and lack of cooperation by employers and employees. 
In many cities all-day parkers use valuable curb 
space in the business district. These parkers are more often 
than not employees and often employers. This condition often 
prevails even where parking longer than one or two hours is 
prohibited and where parking meters are used. 
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Many. parking meters are used mainly to obtain 
revenue and not as an aid for enforcement. Although parking 
meters encourage greater turnover, to be most effective 
they require ~igid enforcement and prohibition against 
merely feeding additional coins into the machine. 
To remedy the curb parking problem, proper time 
limits should be adopted for both metered and urunetered curb 
space to accommodate the very short-time parker. This should 
include 15-minute and 30-minute spaces, as well as hourly 
spaces. If time limits are properly chosen and enforced, 
there will always be a few empty curb spaces. Two hour 
spaces should never be in areas of critical demand or where 
there is some competition for curb space. 
Many cities prohibit all parking in critical areas 
until the employees and employers have arrived at work. This 
forces these groups to find space outside this area. 
A recent trend. has been to increase parking meter 
fees and decrease the basic time allowed in each space, thus 
discourage the feeding of meters by long-time parkers. 
Rigid, impartial enforcement is indispensable to 
make best use of curb parking. To insure that parkers do not 
overstay the time limits in either urunetered or metered 
space, vehicles must be identified by the police officer. 
The best way that has been found to do this, so far, is to 
mark the tires with chalk. 
Voluntary cooperation should be solicited from 
employers and employees. This can be done mainly through 
employers by impressing them with the· value that each curb 
space is to business. 
Parking fines should be more than a nuisance 
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factor. Fifty per cent of cities use a minimum fine of $1.00. 
A larg.e number use a minimum fine of $1.00, with a maximum 
from $2.00 to $10.00 depending upon the number of offenses 
and the time elasping before payment is made. 
2. Adjustment of Parking Rates. Progressive rate schedules 
or "taxi-cab rates" have taken the place of fixed charges in 
carparks and garages. These schedules vary. For example, 
s ome are set on the basis of 15 to 50 cents for the first 
hour and 5 to 25 cents for each additional hour. In this 
manner the cliental-parker, requiring one or two hours, pays 
a reasonable fee of about 30 cents, but the all-day parker 
would have to pay one dollar or more. 
A very recent trend in several locations is towards 
a half-hour rate, which is slightly higher than one-half the 
hourly rate. Such a schedule caters to the short-time and 
errand-parkers. 
The introduction of the progressive rate schedules 
has aided in pushing the all-day parker out to the fringes of 
the business district where land values are lower, or has reduced 
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the number of vehicles carrying all-day parkers by encouraging 
"car pools " thereby reducing the cost per person. 
3. Dressing Up Carparks and Garages. What impression does the 
average carpark or garage make on the customers or pedestrians 
passing by? Parking facilities can add or detract from the 
appearance of a city street. Parking facilities need not be 
ugly. Attractiveness need not mean great expense. 
Furthermore although adequate, well located, 
reasonably priced parking space is frequently available in 
business districts, it may not be used in proportion to the 
demand. Investigations have disclosed many simple eauses. 
Roughly graded and unpaved c.arparks are 
unattractive to parkers. Having to return to a dust-laden car 
or to wade through puddles is not conducive to return visits. 
Poorly laid out carparks and garages breed crumpled 
fenders, long waits and jangled nerves. Revenue from marginal 
space in crowded facilities often does not begin to compensate 
for the inconveniences produced and the loss of turnover. 
Inadequate and unattractive ownership and parking 
rates repel customers. 
Since many parking facilities cater to night 
parkers, adequate lighting should be provided. Women and many 
men dislike having to pick up their aar in the semi-gloom which 
exists in many carparks and garages. 
These and other deficiencies of many of the present 
facilities have been overcome by imagi~ation and relatively 
small expenditures. 
Good public relations are important. The parking 
business as a whole rises and falls upon the attitudes of 
individual parking attendants in their daily dealings with 
the public. An employee training program has been found 
worthwhile by many parking businessmen. 
4. Educating Parkers about Available Space. Another waste 
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of parking space arises from the motorist's ignorance of where 
downtown parking facilities are located. Recent surveys 
have disclosed that a large proportion of prospective 
business district customers did not know where carparks and 
garages were located. If their favorite facility was full 
or too far from their destination they either milled around 
the business district until another parking space could be 
found or gave up and went to a suburban shopping qenter or 
back home. 
It is sound business sense to let every driver in 
the community know where carparks and garages are located~ 
In many communities a simple map of the business district 
locating every parking facility have been printed and given 
wide distribution. Stores even mail them out with their 
monthly bills. In other places, similar maps have been 
made part of a regular newspaper advertisement or have been 
distributed in the form of posters. 
J. Provide New Facilities 
1. Progress to Date, Nationally. In spite of the claim 
of parking shortage throughout the nation, off-street 
parking spaces are being built at an astounding rate. In 
Washington, D. C., alone the parking industry has built 
13,000 spaces in the last 10 years and since 1952 has built 
an average of ,210 spaces per month. 
In a selected sample of cities of varying population 
the Bureau of Public Roads found the annual gain in 
off-street spaces varied from an average of 32 
spaces in the 5,000 - 25,000 population group, to 
688 spaces in the over a million group. 
It is estimated that there are at least 5 million 
parking spaces of all kinds now available in the 88 major 
United States business districts, of which nearly half are 
"o.ff-street 11 • 
2. Progress to Date in Downtown Boston. A great deal of 
planning and some very definite construction steps have been 
taken in Boston to solve the downtown parking puzzle. 
The 12-story structure at Hayward Place (697 cars) 
and the 14-level one on Province Street (270 cars) are only 
the first of a succession planned. 
Several will be the product of city subsidy under 
the $20 million bond program for off-street parking. Two 
others will be like the Province Street facility, privately 
financed. 
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And so, between meter spaces, open lots, the 
increasing number of ramp garages, and the towering mechanical 
structures, Boston has taken giant steps towards accommodating 
thousands of commuters and shoppers. 
3. New Facilities. Listed below are the other new facilities, 
recently opened, in the process of building, or planned: 
(1) Fort Hill Square; nestling in the curving 
ramp of the Central Artery off High Street, an 11-floor 
mechanical garage with accommodations for 630 ears, due to 
be completed by April, 1958. 
(2) Bedford and Kingston Streets. Old building 
already razed, and the city will soon advertise for a 
private party to erect a 723 mechanical garage, probably 
the biggest of its kind in the world, and for a 40 year 
operation lease. 
(3) Blackstone-Clinton Streets, also next to the 
Central Artery ramp, in the North End market district. The 
city has already taken six small buildings and has retained 
an architect for preliminary sketches. This will probably 
be an elevator garage, also. 
(4) Central-Kilby Streets. The site has already 
been earmarked for a 10-story, 700 car mechanical garage. 
Coyrt tests which delayed this project are now ended. 
(5) A 400-plus car ramp facility between Washington 
and Court Streets, next to City Hall annex. A build.ing on 
newspaper row will be torn down in preparation. 
( 6) Ano.ther privately financed ramp garage for 
350 cars has already been opened next to the United Shoe 
Machinery Company building on High between Congress and 
Federal Streets. 
(7) Still another private facility is a unique 
combination of store-office-garage at Lincoln and Beach 
Streets. It provides space for 200 cars. 
(8) The block-long ramp structure flanking 
St. James Avenue, across from the John Hancock skyscraper 
opened last July with a 625 car capacity. 
(9) The split-level ramp structure at Lincoln 
and Essex Streets, prototype of the city's early off-street 
program. A corner was removed because of the highway 
construction program, but by adding another deck, the 
original 350 car capcity actually gained 17 spaces. 
(10) The fate of the long discussed garage for 
about 2500 cars under the soil of the Boston Commons, near 
Charles Street, is still in doubt. As late as November 
1957, Mayor Hynes seemed determined to push ahead with a 
special authori tyj·permission for which the legislature 
granted, if private capital failed to come through with 
the estimated $14 million necessary. At the time of this 
report nothing concrete had been done. 
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(11) The enormous Prudential Center project in the 
Back Bay, when completed a few years hence, is expected to 
accommodate 5000 cars in at least two underground levels. 
(12) washington and Dore Streets, in the South 
Cove district. Still in the planning state with the 
City's Real Property Board. Its size is yet to be 
determined. 
(13) A huge privately owned ramp garage has been 
mentioned for Scollay Square between Hanover and Brattle 
Streets. Whether this will come to past depends upon the 
crystallization of the proposed government center nearby. 
(14) Another elevator structure, probably no more 
than five or six stories, for the "roof 11 of the Central 
Artery tunnel between Congress Street and South Station. 
This is the fond hope of Herman Carp, who heads the city's 
off-street parking program. 
In addition, the two other major city-sponsored 
intown ramp garages are doing a good business. They are the 
facilities at Winthrop Square (600) and Post Office Square 
(900 cars). 
There is also the open lot for 200 cars at Pearl 
and Franlin Streets. A private operator leases it from 
the city. 
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In September of 1957, the Greater Boston Chamber 
of Commerce reported that the city was handicapped by a 
shortage of 9,000 to 11,000 off-street parking spaces. But 
i t reported that the program "was moving at a very fast pace, 
with about 3000 spaces under construction at that time " . 
At the current rate of construction it is 
possible that the city parking supply may be ample by 1962. 
K. Carparks as an Adjunct to Business 
Carparks or garages provided by the individual 
action of large retailers generally have been very 
successful. Garages have been built as an adjoining 
structure or as an integral part of a new building by many 
stores. They have either been self-supporting or subsi-
dized as part of the service facilities. Banks, hotels, 
restaurants and office buildings all have found the provision 
of parking important to a successful enterprise. 
Property and construction costs have made it very 
difficult for individual small business firms to provide 
parking facili t::Les. This situation has promoted. joint 
effort of businessmen and has led to some of the better 
developments in off-street parking facilities throughout 
the country. 
This group action, of course, is important to 
the successful operation of Filene's branch stores where 
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several other stores are serviced by the same parking lot. 
It is fairly obvious that business is dependent 
upon the adequate transportation of customers to the market 
place in order for them to make their purchases. For branch 
operations this problem is fairly well solved. In the case 
of the downtown store, efficient and inexpensive public 
transportation is needed, coupled with facilities that will 
be able to serve the increasing number of privately owned 
vehicles that are now being employed to deliver the customer 
into the downtown area. 
L. Vehicular Passage 
Thought must also be given to the streets that 
will carry this traffic to arid from off-street parking 
units. At present in the downtown Boston area this problem 
of facilities to handle the flow of traffic is as bad, if 
not worse, than the lack of facilities to store the vehicles. 
How to solve this problem is again another very difficult 
task. A task however that must begin to be taken under 
serious consideration. 
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The jokes that have grown up with the rather crooked 
streets of downtown Boston are not usually enjoyed while one 
is in the midst of stalled traffic and blaring horns. In 
Philadelphia all parking is banned within 26 blocks of 
City Hall in all directions. In many cities parking is 
prohibited during peak periods. In the Boston area most 
streets have cars parked on both sides of the street, most 
of the day. In many cities deliveries are made only after 
large stores have closed. This eliminates the traffic 
bottlenecks that result from trucks double parking in order 
to make a delivery. 
I think that an area circling the shopping center 
should be marked off and parking should be prohibited withi-n 
this area during business hours. Adequate off-street 
parking facilities should be provided near enough to the 
downtown district to permit a person to drive intown, park, 
shop or conduct their business and be able to do this for a 
modest parking fee. 
Deliveries by truck into the center of the down-
town area should be prohibited unless the concern receiving 
the goods could offer off-street docks for unloading. Other 
deliveries could be made after the close of the business 
day or early enough in the morning before the business day 
begins. 
In Boston the area known as the 11 New York streets 11 
could be used for parking. Though this area is not 
convenient to the central shopping district, buses could be 
employed to transport shoppers to and from this area. This 
service could be offered at a small charge or included in 
the cost of parking. 
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CHAPTER IV 
STORE TRAFFIC 
A. Shopping Habits 
The inescapable facts affecting mass retailing 
include the following. 
Practically every type of mass retailer now does 
from 60 to 80 per cent of the week's volume in from 10 to 
14 store ·open hours each week. This is the way the 
customer wants to shop. Nothing the retailer can do can 
reverse that trend. Efforts, for example to stimulate 
early morning shopping, have had meager results on a high 
cost basis. 
The major part of these peak hours consist of 
(a) the lunch hour and (b) evening hours. 
The reasons that compel the shopper to choose these 
hours to shop (and these include the vast army of married 
women who work the practical disappearance of domestic help 
the high cost of baby sitters, the decline of shopping 
as a form of entertainment, etc.) will become more 
persuasive with still more shoppers·. This means that still 
more millions will insist on shopping during the limited 
number of peak hours. 
The number of shopping trips per week per fam~ly 
is unmistakably on the down trend. The more leisure time 
people have the less they want to spend shopping. And if 
they do decide to shop, they tie it in with a trip to a 
suburban store. More and more leisure time lies ahead 
accelerating this trend toward fewer trips per week. 
The shopper wants to buy faster and faster. 
Indeed the shopper must buy ever faster. And the shopper 
wants to buy faster during the very peak hours when it takes 
longest to buy. 
It may be unfortunate that everyone wants to shop 
in the few "golden hours" but it is a fact that must be 
faced. It is even more unfortunate that during peak hours 
not even half of the traffic, in most mass stores., make a 
purchase - they simply are unable to do so. During these 
peak hours probably less than one-third of the traffic in 
most mass stores buys one-half of what it sets out to buy, 
they are physically unable to do so. 
Knowing that these conditions exist is of course 
not enough, the answer that must be found is what, how 
and when to do something about relieving the problem and 
increasing the yield from these few precious hours when 
most people want to buy. 
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1. Customer Complaints. Listed are s:ome of the reasons 
that customers seem unable to make purchases during peak~ 
and often during non-peak :. hours~ 
1. Salespeople are consuming too much time 
writing up and wrapping sales while other customers wait~ 
grow impatient and leave. 
2. Customers would like to select and examine 
merchandise while waiting for a salesperson. This merchandise 
is often placed behind a barrier. 
3. Many salespeople are not informed as to the 
features of the merchandise that they are selling. There 
have been cases, and these are not rare, where salespeople 
are not even informed about the merchandise that is on sale 
and has been advertised in the local newspaper. 
2. Probable Solution, Mass Retailing. One possible answer to 
this problem might be the use of "mass retailing 11 methods. We 
are a nation of mass producers on one hand, and mass consumers 
on the other. But, generaJzy speaking, many of our stores have 
not yet ~eared their operations to a swift and efficient 
movement of goods between producer and consumer. 
Many retailers have permitted rock-hard deposits 
of customs and traditions to build up within their retail 
pipelines~ limiting the mass flow of merchandise to 
customers. 
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In the great welter of change that is taking place 
in American retailing today, one fact is standing out more 
clearly with each passing week. The American people them-
selves, by simply patronizing one type of store over others , 
are voting overwhelmingly for the kind of retail establish-
ment they like best. Post-war shopping habits are shaping 
into existence the exact store wanted by the mass of American 
shoppers. This store, not necessarily a food super-market, 
places masses of merchandise before masses of people, 
merchandise which can be possessed by the shopper with a 
maximum of shopper-participation, with a minimum of time and 
effort, and at a minimum cost. 
It is time the American shopper issued such 
a directive to the operators of their retail stores. Costs 
in what might be called conventional stores have pyramided 
until net profit is now a fraction of its former self. By 
insisting upon a change - a return to more efficient, lower 
cost retailing - the consumer is actually acting in the role 
of benefactor to the retailer. 
The introduction of mass retailing seems to do two 
things: (1) Customers buy more, and (2) salespeople sell more. 
Surveys show a higher volume yield per customer, per employee, 
per fixture, per square foot of floor space, and per overall 
expense dollar. Mass retailing does not mean the dismissal 
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of a store's selling staff, or the withdrawal of any personal 
services. It does mean a more efficient use of people and 
equipment. 
B. Who Can Use Mass Retailing Methods? 
The answer to this question is quite simple. Any 
retailer can benefit from mass retailing who (1) has 
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merchandise which can be placed on open display for customers 
self-selection, and has (2) peak periods in which customers out-
number salespeople. We should also emphasize that the re-
tailer's entire stock does not have to be on open display to 
get the benefits of mass retailing. Filene's will continue 
to sell perfume, watches and necklaces from behind counters. 
Our toy department will continue to sell dolls and electric 
trains from behind counters. All such personal service 
can still be offered to customers as part of mass retail 
operation. 
1. What Is Mass Retailing? The curtain has lifted on this new 
type of store so that basic elements can be set forth and 
considered. 
Clearly discernible are several principles, which 
when taken together, describe this new science. 
Presold merchandise has a power of self-movement 
that mass retailers have found vital in their operations. 
The pre-selling of merchandise involves the technique of 
mass motivating consumers through the science of advertising. 
Without mass motivation there could be no mass retailing. 
For this reason, it is important that the 
retailer clearly understand the role of the modern manu-
facturer as motivator in the mass movement of merchandise. 
Without highly efficient production machinery 
spilling out goods on one hand, and the needs of a prosperous 
and growing population on the other hand, the manufacturer 
cannot depend upon the efforts of the individual retail store 
alone to mass motivate the entire consumer body into buying 
his product. He must insure the mass movement of his product 
at the retail level with the machinery of mass motivation. 
The manufactu~er not only makes the product, but he makes 
that product wanted.. 
The appetite of the mass consumer is appealed to 
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by the manufacturer directly through all the facilities of 
advertising. Every moment, even now, through magazines, news-
papers, radio, and television, thousands of buying messages 
are being imparted. to millions of people. Thus, a powerful 
vacuum is created at the consumer end of the marketing 
pipeline. Before the product leaves the end of the production 
line, it is already wanted in thousands of places by thousands 
of customers. It is this desire that literally pulls the 
product from the production line, through the sometimes 
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difficult processes of marketing into the home of the consumer. 
The mass retailer takes fullest advantage of this 
pre-established desire for the product. He assigns conspicuous, 
accessible, and attractive locations to such products, and thus 
exposes them to the greatest number of customers. He features 
these products with built in self-selling power. In other 
words he makes it easy for the shopper to obey that already 
instilled buying impulse. 
Mass production and mass motivation go hand in hand 
to lower the price of an article to the consumer. Mass 
production lowers manufacturing cost, while mass motivation 
through advertising lowers marketing costs. This adds up 
to lower prices at the retail level. 
Even though the margin of profit on a non-adver~ 
tised item may be larger, the retailer knows that the faster 
turnover on the advertised item, resulting from customer 
brand recognition, can more than compensate for the difference. 
Wasteful of profit dollars, indeed is the merchant 
who buys a presold article , places it in a show case or behind 
a counter, and then pays a person on his selling floor to 
"sell " it again! Such a person is paying two selling costs. 
Also the merchant who chooses to handle the 
unknown article, or who puts a barricade between the customer 
and the known article, must realize that, by choice, he is 
gearing the speed of his retail machine to the rate at which 
he can sell those products on a face-to-face personal basis. 
On the other hand the merchant who handles the pre-
sold article and places it on open display gets assured turn-
over velocity. The sp~ed of his retail machines is limited 
only by the rate at which his customers can pass his shelves 
and yield to their buying impulses. 
To summarize, the retailer reaching for the mass 
market will feature all the presold products possible. This 
is to attract customers to his store, to attract them through 
his store, and to get assured turnover velocity. The mass 
retailer will not restrict the natural movement of presold 
products by placing them behind or under glass, or by 
requiring in all instances a face-to-face clerk customer 
contact in order to select or examine such articles. 
This retailer will also feature on open display 
items that customers may want to examine, price and/or try 
on, items that do not require the assistance of a sales-
person. 
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Not only must merchandise get to the store quicker 
and in larger volume, but it must be moved with new efficiency 
and speed from receiving docks through marking rooms to 
exposed selling areas. 
It must be remembered that the focal point in the 
merchandise logistics picture is the selling shelf. This is 
where the merchandise must be in order to sell itself. 
Nothing is more interesting to customers than 
merchandise itself. While fixtures, lighting and color 
schemes are extremely important in making a store attractive, 
the main function of a store and its equipment is to display 
and set off merchandise properly. The effect desired is one 
of unlimited access to attractive masses of goods. We all 
like to window shop, but it is much more satisfactory to look 
at articles right in the store where we can pick them up and 
examine them for ourselves. 
2. Merchandise Exposure. Another way to increase customer 
exposure to merchandise is to remove showcases wherever 
possible. Too often a barrier of glass separates the 
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customer from the merchandise. This barrier might be called 
the glass curtain of merchandising. This 11curtain rr has cost 
the merchants of America, and is continuing to cost them, 
hundreds of millions of dollars each year in lost sales. True, 
glass lets in the eye and keeps out the dust, but it also 
keeps out the customer. Here we find a form of restraint 
of trade, imposed by the retailer himself, that puts a 
ceiling on the potential peak period volume of his store. 
While some merchandise must be protected from 
handling and shoplifting, all too often the merchandise in 
the showcase is of the nature that could and should be on 
open display. The merchant interested in mass retailing will 
remove the glass wherever possible, and will retain control 
only over those articles that absolutely have to be sold 
face-to-face or protected against shoplifting. 
It should also be realized that merchandise on 
open display can also be sold by salespeople. Open display 
stimulates initial interest, and in some instances might 
result in a self-purchase by the customer. 
There are two mainsprings to increased customer 
buying as far as quantity on display is concerned in the 
modern mass retail store. 
First, shopping is speedier because all sizes 
and colors of an article are on open display, available for 
customer self-selection. The shopper can make a selection 
without waiting for the service of a salesperson to 
answer the question, "Do you have this in size 9?" 
Second, and infinitely more important, merchandise 
assortments are widened and varied to catch the customer's 
interest and to impart additional buying impulses at every 
possible point in the store. 
All mass retail stores should be aiming at the goal 
of selling every customer the maximum amount of goods by 
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maximum exposure. Maximum customer exposure to the maximum 
amount of merchandise brings two basic values to mass 
retailing. Peak period volume ceilings are lifted by 
permitting full rein to customer buying impulses, and the 
cost per sale decreases because customers act as their own 
salespeople, without salary costs or the paying of employee 
benefits. 
3. Shoplifters. Of course, customer exposure to merchandise 
always brings to mind the fear of shoplifting. This is 
because it must be admitted that the same impulse which 
prompts buying can be so strong that it will even tempt some 
to be shoplifters. But since many more people buy an item 
than steal it, the risk is well taken. Some merchants feel 
that pilferage of exposed merchandise pays for itself with 
increased sales. 
Mass retailers in all lines of business have quit 
worrying about probable losses from shoplifting except to 
be constantly on the alert against them. 
To summarize, mass retailers expose customers 
to the mass appeal of merchandise on open display by 
opening up clerk aisles to customer circulation, by 
exploiting c.ubic footage in display, by removing the 11glass" 
curtain, by deepening stocks, and by widening varieties. All 
this results in higher impulse sales, lower costs per sale, 
and faster shopping by the customer. 
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4. Let the Product Sell. Merchandise on open display has been 
described as "the salesperson who never stops selling 11 • 
As a shopper walks by merchandise on open display, 
every time his eye rests on a particular item he must come 
to some decision concerning that item. "Shall I buy or not? " 
As his eye travels along the shelves of merchandise, the 
customer's inner consciousness is being bombarded by the 
merchandise with the constantly repeated question, 11Do you 
want me? 11 "Do you want me? 11 "Do you want me? 11 
Because many of the items are attractive to the 
customer, or because they answer some specific need often 
thought of at the moment, frequently the answer to the 
question 11Do you want me? " will be "Yes," and the customer 
will pick up the item. This picking up the item may not 
terminate in a sale at the moment but the customer is 
interested and has an opportunity to examine, price and decide 
to buy. 
Merchandise on display is a discreet and attentive 
salesperson. To any one customer the merchandise may offer 
dozens of suggestions in a matter of a few minutes without 
the customer becoming the slightest bit irritated. Yet, on 
the other hand, even the most tactful human salesperson would 
find it difficult to offer more than six or eight suggestions 
to any one customer without running the risk of annoying 
him. 
5. Packaging. Perhaps the greatest problem in the retailing 
of soft goods is the inability to package many of the items 
that we would like to have the customer sell herself. But 
there are manyitems where this is not only easy but the 
logical answer. The retailer has a definite role in the 
pre-packaging picture. Since he is on the firing line, it is 
he who must translate and transmit packaging needs back to 
the manufacturer. 
Basically the mass retail package must perform 
the function of both showcase and salesperson. To do this 
adequately, the package must: 
a) Attract 
b) Reveal 
c) Protect 
d) Explain 
e) Sell 
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f) Make the article easy for both store and customer 
to handle. 
Let's consider each of the foregoing points 
separately and briefly, relating them to the retailer of soft 
goods. 
a) Attract. The package should, through high 
quality and the use of color and printing art, enhance the 
beauty of the product itself. The utilitarian (or containing) 
purpose of the package should be secondary. The package can 
aid in dispensing the product, making the item more 
attractive .•. examples, the waxpaper or aluminum foil box 
with the cutting edge, the squeeze type bottle, and the 
dispensers for insecticides, shaving soaps, etc. 
b) Reveal. A good self-service package reveals 
as much of the item itself as possible. 
First of all, blind boxes do not assure quick 
identification, even though the name and actual picture of 
the item are on the box. 
Second, blind boxes do not assure that all the 
parts of the item are on hand. Customers do not trust that 
other customers have handled merchandise properly. Boxes 
then must be opened so that contents can be checked. 
There should be absolutely no question in the 
shopper's mind about the product's identification or its 
completeness. The shopper should be able to see the openly 
displayed article inside the package, and see that all parts 
are there. This is true even when a sample is on open 
display. 
c) Protect. The package has the third function 
of protecting the article against repeated handling, soilage, 
and in some instances, shoplifting. 
The transparent cover should be tough and pliable 
enough to defy exploring fingers. Once the transparent 
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"window" in a package is damaged, we know from experience 
that the article immediately loses a great portion of its 
salability. 
If an item has more than one part, the package 
should keep the parts together. 
To retard shoplifting, such items as lipstick, 
perfume and small pieces of jewelry, on which pilferage is 
high, are kept under some other type of transparent case. 
This will make it difficult for the would-be-pilferer to 
get to. 
d) Explain. The package should explain concisely, 
in easy to understand language and in easy to read type, the 
features of the item that are not apparent. Such items as 
size, features, material content and price. Complicated and 
hard-to-understand directions should not be placed on the 
outside of the package. These ·do not only retard impulses 
to buy, but slow down buying traffic at peak periods. If 
directions are necessary, they should be boiled down to a 
minimum of words, or better yet, a notation on the package 
should explain "instructions are inSide 11 • 
On the point of explaining the item, a good 
question to ask is, 11Does the package, along with article 
itself, answer every possible question that the shopper might 
have?" If the answer is "No" on any point, then the article 
is not entirely suited for mass retailing, and steps should 
be taken to supply the complete (keep it brief) story. 
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If the necessary information cannot be put on the 
outside of the package, nor will an instruction sheet answer 
all of a customers queries, then the salesperson must be 
prepared to step in and aid in selling .. 
A necessary part of the story to the shopper is the 
price of the article. The package should provide a space 
whereon the price can be clearly marked. 
e) Sell. The package should, whenever possible, 
excite the impulse to buy, with short but adequate selling 
copy. Short sentences or single words giving benefits or 
uses at a glance will help move the item. Some examples are 
11 S turdy 11 , "safe", "authentic", "develops skill", .nfresh 
to-day n, "non-shrinkable 11 , "washable", etc. 
f) Make the article easy for both the store and 
customer to handle. Size is a major consideration in proper 
packaging. With shelf space at a premium, the package should 
be as small as feasible. There is an advantage to both manu-
facturer and store. Not only can greater varieties be dis-
played when packages are smaller , but stocks in the same 
shelf space can be deeper, and run-outs will not occur as 
frequently. Also stocking labor can be decreased. 
The manufacturer who creates a giant size package, 
hoping to attract attention to it, might find his article on 
the bottom shelf. 
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Also compact sizes make it easier for the customer 
to shop and pick up more items to be carried home at the 
same time. 
Shape is another important consideration in 
proper packaging. The package should permit stacking in 
a minimum of shelf space with maximum product visibility. 
Also, wherever possible, the package should be 
shaped to permit easy wrapping, should also be strong enough 
to withstand handling in delivery to the home. 
Not only will the product move better and faster 
if the six requisites of proper packaging just listed are 
followed, but the cost of the package can be included in 
the cost of the article. Shoppers like, and will pay for, 
convenience. If shoppers can find the article they want 
when they want it, know that it is undamaged and complete 
and have their questions answered, all of which are functions 
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of packaging, then they are willing to pay for that convenience. 
Whatever the method, and almost regardless of the expense, 
great benefits from proper packaging will accrue to the 
manufacturer and the retailer. 
6. The Role of Signs in Mass Retailing. Departmental and 
merchandise signs play a very important part in mass 
retailing. First, since customers are to be encouraged to 
serve themselves as much as possible, successful mass retail 
operations mark their various merchandise or departmental 
sections with large easy to read signs. These signs should be 
located well above the top level of the merchandise. All signs 
should be of the same distinctive color and style and hang at 
the same eye level, so that when the shopper sees one sign 
she can see all signs* Thus the signs provide the shopper 
with a visual index of the whole store or department. Both 
wall sections and center island gondolas should be well 
marked with departmental and merchandise signs. 
The name on the signs should. steer clear of trade 
terms, such as 11Wheeled Goods, 11 "Soft Goods 11 , "Notions", 
etc. Better terms are more specific and are put in the 
language of the shopper, such as "bikes n, "towels 11 , "s·ewing 
supplies 11 , etc. 
Both name and number should be used in the signs 
above each section. The name permits customer self-direction, 
while the number aids in clerk direction of customers. 
Wherever possible, merchandise signs should, in 
the briefest form possible, both explain and sell the 
article. The name of the itme, its price, use, benefits, age 
group, etc., are some of the questions customers will want 
answered. The purpose of the merchandise sign is to supple-
ment the item and its package in supplying information about 
that particular product. If there is an unanswered question 
in the shoppers mind, the item will stay on the shelf. The 
product itself, the package, and the sign are three silent 
salesmen. The more attractive they are, and the more 
complete their story, the more merchandise will they be able 
to move. 
7. Salesperson Identification. Salespersons, who act in a 
sense as 11 traveling information centers", should be ~asily 
identifiable through the means of smocks or badges. A 
further step might be to also include the salespersons name 
on the badge or smock. This added touch will often make 
it easier for customers to develop a personal association 
and lead to an attitude of trust between salesperson and 
customer. 
8. Complementary Merchandise Display. Mass retailer should 
breakdown traditional merchandise groupings to induce 
additional traffic flow and to increase impulse sales. 
Infant gifts and toys have become a part of the 
new baby department. As a result of this, not only are many 
extra buying impulses imparted to the mother, but, for 
the first time the whole array of articles designed for 
baby's health, comfort, and pleasure are displayed in one 
place. Consequently, this department - and the entire store -
becomes more attractive to the mothers shopping. 
To summarize, just as a science has been developed 
to train salespeople to sell merchandise, so is there a 
science being developed to equip merchandise to sell itself. 
Merchandise, itself, is given a prominent selling 
role in the mass retail store. Items are on open display 
and are properly packaged; signs help tell the selling story, 
and items are placed to complement each other. 
As a result, mass retailers are learning that 
merchandise is often its own best salesperson. It has a 
silent but insistent voice, which discreetly demands an 
answer from all who view it. It is a salesperson that never 
stops selling, and which converts itself into sales dollars 
at the lowest possible cost. 
9. Giving the Customer a Buying Role. In a mass retail 
store, the moment a customer enters he is accompanied by 
a star salesman, which is "himself". He knows his wants 
better than anyone can suggest, he sees that which he needs 
or wants and picks it up. A salesperson would be forced to 
ask the customer whether he wants this thing, or that, or the 
other, but he must eventually stop making suggestions. How-
ever, as mentioned before, when a customer walks through a 
store that allows the customer to sell herself, she must 
make a mental reply to the question, "Do you want me?" "Do 
you want me? 11 11DO you want me?" as she is confronted by 
every item on display. Thus she will often sell to herself 
more merchandise than anyone else could. 
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It is not difficult to understand why a customer 
will sell to him or herself more than anybody else. There is 
a natural desire for the necessities of life, as well as the 
conveniences and luxuries. If this were not true, people 
would not have to be taught from infancy the great virtue 
of thrift and savings, nor would business concerns have to 
establish credit departments if there were not the tendency 
for so many people to buy even more than they can afford. A 
salesperson might not have the courage to suggest to a steno-
grapher that she skimp on her meals and other necessities of 
life to be able to wear a certain fur coat, when a lower 
priced wool coat might keep her just as warm. But that ''star 
salesman" within her will cause her to buy the fur coat on her 
own accord. 
The customer who serves himself is never offended 
by the "star salesman". He never dislikes his personality, 
he is never annoyed by some of his statements or questions, he 
can never claim that the salesman misrepresented anything. As 
a matter of fact, he will put up more defenses and make more 
excuses for the salesman who served him than for any other 
person in the world. He will always be willing to defend the 
good judgement of this "star salesman n. We are all built this 
way. 
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In a store with salespeople, the customer must wait 
until a salesperson is available to serve him. The salesperson 
is the bottleneck, However, in a mass retailing or quasi-
mass retailing store, the customer can make instant contact 
with most of the merchandise, with the result that no customer 
must walk out because no one is available to serve him. 
This is one of the greatest advantages of' the mass 
retailing principle. When a customer can serve, or partially 
serve, himself -- the "star salesman 11 it is tantamount to 
having a salesperson available for every customer the moment 
he enters the store. 
Giving the customer a buying role gives the customer 
the privilege of serving themselves and selling themselves 
if desired. Also, .we should stress, if the customer wants 
personal service, he gets it. Impulse buying is increased, 
the whole process is speeded up, shopping is more enjoyable, 
and costs are lower for the retailer. 
In the mass retail store salespeople are a greater 
asset than ever before. Salespeople have more time to serve 
and sell for the following reasons: 
First, no longer do salespeople spend unnecessary 
time "waiting on" customers who can -- and in most cases 
prefer to -- serve themselves. 
And second, recording systems can be streamlined. 
Either the recording system is simplified, or is such that 
salespeople are no longer required to add up the purchase, 
compute taxes, collect the money, record the sale, wrap the 
merchandise, and make the return change. 
The importance of divorcing the recording function 
from the other duties of the salespeople, or at least mini-
mizing the recording time required, is emphasized by the 
following statement. Salespeople during the peak selling 
period, are actually selling 15 per cent or less of their 
time ... 85 per cent of their time is spent in wrapping, 
making change and genera]y going through the motions of 
negotiating a sale. 
After removing unnecessary peak period duties from 
the salesperson, and after putting them out into the selling 
aisles to deal with the customers, the mass retailer has 
learned that a new science is required in the "servingn of 
self or quasi-self-service customers. It is extremely 
important that salespeople be taught the new art of giving 
"on-the-spot 11 service in the mass r.etail store. Salespeople 
must unlearn some deep-rooted lifelong habits and be taught 
a few new principles. Otherwise, they tend to either under 
serve or overserve dustomers at the expense of the store's 
efficiency and of customer goodwill. 
It might be said that basically this new art 
requires giving service on an exception basis, rather than 
by the rule. 
It might be further said that a loose rein is kept 
upon each customer. Each customer is allowed to travel freely 
down the aisles of the mass retail store, and thus the store 
takes advantage of his own special knowledge and desires. But 
at the moment required, the reins are tightened, the sales-
person steps in renders whatever on-the-spot service is 
required, counsels or sells, and then fades out of the 
picture, again giving the customer complete freedom of move-
ment through the aisles of the store. 
The new art of serving self-service customers is 
simplicity itself. ' Giving "on-the-spotn service consists of 
the five following natural steps. 
Greet the customer: All the salesperson need do 
is indicate his availability with a friendly greeting. If the 
customer does not ask for help at that point, the salesperson 
says or does nothing further and the customer is permitted to 
move on. The salesperson remains free to serve and sell to 
others, and the customer remains free to shop as long as 
he or she desires. 
Be on the alert to serve: When a customer does 
require service, it is almost always obvious~ · The salesperson 
should quietly and unobtrusively be on the alert for the 
puzzled expression or the where-can-it-be-look. He or she 
should then offer his services as quickly as possible ... using 
one of the following approaches: 
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Approach with nDid you find .... ? n : The salesperson 
should ask, ''Did you find what you were looking for? 11 instead 
of "May I help you?" The "May I help you" question, allows a 
customer to merely give a "No" answer and the opportunity to 
re-open the conversation is ended. And this often means the 
opportunity to sell has ended. 
The question "Did you find what you are looking 
for? " requires more than a negative or affirmative answer. 
It opens the conversation on· .a note of willingness on the 
part of the salesperson to serve. 
Also the question "Did you find what you were 
looking for?" implies that the customer has complete freedom 
to shop for himself and does not suggest that the salesperson 
is forcing his attention upon the customer. 
Make the sale: When it becomes apparent that the 
customer is interested in an item that requires counsel or 
sellin& the salesperson gives all the information, advice, or 
selling effort needed. 
All the time-proven rules of good salesmanship still 
apply in the self-service store. 
The salesperson "sells up" whenever he can. The 
salesperson suggests substitutes for out of stock items when 
necessary. And the salesperson still sells associated and 
related items whenever he can. 
The need for product knowledge and demonstration 
"know-how" is more important than ever before in a self-
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service store, because the salesperson now has more time 
available, even at peak periods, for creative selling. The 
salesperson should read the labels on the packages, study the 
pamphlets and learn how to present merchandise more effectively. 
The energetic and aggressive salesperson will find 
himself in a comparative sales heaven in the self-service store. 
Instead of "rushing" peak period customers in their buying in 
order to get to others waiting, and instead of spending time 
tying up the package, or, ringing up the money,the sales-
person can be engaged almost exclusively at peak periods in 
moving merchandise. 
Thus, in this type operation as salesperson can cash 
in on knowledge and ability. 
Let the customer resume shopping: While the 
salesperson may close the sale, he does not terminate the 
shopping trip. After making a sale, the salesperson ·either 
hands the item to the shopper, or in the case of a larger 
parcel offers to keep it at the wrapping desk, while the 
customer is offered the opportunity to look around for other 
items that might be needed. 
As can be seen from the foregoing five steps in 
giving on-the-spot service, the customer is permitted to take 
his own approach to every item. He is given self-service 
where wanted and is given personal service where needed. And 
the salespeople are given a chance to sell at peak periods 
because they attend only to the needs of those customers 
who require on~the-spot counselling or selling. 
10. Remove the Bottleneck in Recording Sales. And now we 
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will discuss that is perhaps the most misunderstood and most 
neglected phase of mass retailing. The store operator 
interested in mass retailing must realize that there are two 
parts to every sale~ 11selection 11 and "recording '' . The customer 
must select the merchandise~ and the transaction must be 
recorded. 
Mass retailing seeks to break the bottlenecks which 
build up at peak periods around these two parts of the scale. 
First, open display encourages customers to serve 
themselves, which helps break the bottleneck around the 
selection part of the sale. 
And second, quick recording systems attempt to break 
the bottleneck which builds up around the recording part of 
the sale. To get the utmost efficiency from any mass re-
tailing system, obviously both parts of the sale must be 
handled with the same speed. 
However, all too often retailers are only concerned 
with the selection stage of the operation. They will open up 
displays for customer selection in a store or a department to 
remove congestion in the selection stage of the sale, only 
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to find that they have transferred that congestion to the 
recording stage of the sale. It seems that open display is like 
opening the faucet wide at the display level, only to find that 
the slow handling of transactions still keeps the volume at a 
comparative trickle. 
After open display and customer selection have 
speeded up the selection part of the sale, the recording 
systems must match that same speed, customer for customer, 
in the recording part of the sale, in order to cash in on the 
effect of open display. 
Listed below are three methods recommended to break 
the recording bottleneck. 
First, and most efficient, is the check-out system. 
Before going further let us stress again that :Jmstallation of 
a check-out system does not mean the dismissal of any of the 
selling staff. Whatever personal service that has been given 
in a retail store can still be given when the store is 
operating under the check~-out system. In fact, as has been 
established, personal service is improved because (1) customers 
serve themselves many of the easy to choose items, and (2) 
the selling staff no longer is concerned with the details of 
record~ng the transaction. 
The check-out system gives the shopper complete 
freedom in the aisles of the mass retail store. He can set 
his own pace, and can shop as quickly or as leisurely as he 
wishes. He can serve himself where wanted, and can get 
personal service where needed. The shopping trip is never 
terminated by store personnel, but only by the choice of 
the shopper himself. 
There is no interruption to the buying mood, 
and the time is not unnecessarily consumed in various parts 
of the store waiting to have various items recorded, 
bagged or wrapped. 
The check-out counter is approached only at the end 
of the shopping tour, and whatever waiting is necessary is 
done on the "shopper 1 s time, " not .. at the expense of the 
store•s potential volume. 
With the check-out system customers buy more 
because they are free to shop as they please. And sales-
people sell more because they are free to spend their 
complete time at peak periods counselling and selling. 
Each sale is divided assembly-line-wise into two 
definite parts: selection and recording. One section of the 
staff takes care of the selection part of the sale, while the 
other section of the store staff takes care of the recording 
part of the sale. 
Some retailers wish to cont±nue having salespersons 
record their own sales into individual cash register drawers 
even after putting open display and other mass retailing 
principles into effect in some areas of their stores. Some 
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retailers have designed a supplementary recording system for 
use only at peak periods in some departments. This system 
may be termed "Quick Service". 
nQuick Service 11 consists of additional cashier-
operated registers that are placed at strategic locations in 
busy departments where merchandise is largely on open display, 
and where geographical location and traffic flow m~ke it 
impossible to channel customers through a definite check-out 
point. 
"Quick Service 11 stations are "take-money 11 service 
points only and are plainly indicated with large signs. The 
self-serving customer who requi r es no personal service or 
assistance in making a selection is directed by signs to 
bring the purchase to the quick service point for recording. 
This location is always manned at peak periods, and floats 
off those customers who have merchandise in one hand and 
money in the other, but who otherwise could not find a 
salesperson to record the sale at a cash register on the 
selling floor. 
Persons wanting to charge or send would be taken 
care of by a non-selling crew who would have simplified 
means of servicing such customers. 
11Quick Service 11 does not replace people, it merely 
is an attempt to have "shock troops" absorb the additional 
load placed on a department during a sale or a peak period. 
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The salesperson still gets recognition for indivi-
dual sales effort, recorded by his individual sales total on 
the register. Actually, the salesperson may not record or 
sell to all of the customers that pass through the "quick-
service11 counter, but the salesperson's total sales should 
increase for no longer is it necessary to spend unproductive 
time wrapping, writing and packaging a single sale while 
other customers wait. Now a salesperson can make a sale, 
turn the customer over to a clerk who will record, wrap and 
accept cash for the sale or charge the purchase. The sales-
person in the meantime will be free to make another sale. 
The third system to speed the recording of sales 
which can be recommended to mass retailers is the "Register-
Receipt Plan". Stores with a high percentage of charge 
sales, particularly department stores, will be especially 
interested in the merits of this system. 
But first, it must be recognized that the 
"Register-Receipt Plan" emplpys abbreviated methods of 
handling charge sales, and that some features of conventional 
systems are dispensed with. Although any change in 
established methods is generally looked upon with disfavor, 
actual experience with this plan in mass retail stores has 
proved it profitable to sacrifice some of the traditional 
practices in the interest of greater transaction speed and 
higher volume at peak periods. 
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The "Register-Receipt Planlf can be used universally 
throughout the store. It will speed the handling of sales 
at (1) a conventional recording station on the selling floor, 
at (2) a "Quick Service 11 station, or at (3) a check-out 
counter. 
The basis of the speed in the Register-Receipt 
Plan lies in the fact that it uses the register printed 
records as the charge media, rather than the conventional 
sales checks. With this plan, the customer's charge plate 
or signature is placed upon the automatically printed and 
mechanically audited cash register receipt, instead of having 
the salesperson hand write a sales check. The receipt is 
machine printed, dated, and added instantly, and makes the 
handling of a charge transaction almost as fast as a cash 
sale. The receipt on a charge sale is placed in the cash 
drawer and is subsequently used as a basis for all necessary 
accounting procedures. 
While this thumbnail description is of necessity 
quite brief, actual practice has proved this system to work 
quite well in mass retail operations. 
The mass retailer, in addi tic;:m to speeding up the 
selection part of each sale through the application of 
self-service principles, must also provide for a matching 
speed up in the recording stage of the sale. Check outs 
will be the answer in many individual stores, as well as in 
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some departments of department stores. In larger stores, 
where departmental or geographical arrangement will not permit 
check-out, then as an alternate plan, the "Quick-Service 11 
system will improve peak period service. And finally, the 
Register-Receipt Plan can be used at all cash register 
locations, whether clerk-register-and-wrap, "Quick Service 11 , 
or check out, to speed up the rate at which charge trans-
actions can be handled. 
Basically, since we cannot employ enough sales-
people to "face-to-face 11 sell all the mercmndise wanted, 
when wanted, to all customers, mass retailing employs the 
customer as a self-seller, to augment the efforts of the 
store's selling staff. 
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To put mass retailing into effect, the store 
operator observes just four principles. These underlie and 
permit the movement of a greater amount of merchandise from the 
display racks to the customer. The four principles are: (1) 
An arrangement of fixtures that will lead the customer past 
as much merchandise as possible. (2) An arrangement of 
merchandise that will permit the customer to see, handle, 
note the price, and decide whether or not to buy. (3) A 
staff of salespeople trained to assist, advise, and sell 
whenever and wherever necessary. (4) A system of recording 
the customer's purchase as quickly as possible with a minimum 
of interruption to the shopping trip; a system that is 
accurate and safe. 
Employing these methods will surely throw more 
merchandise into contact with more people. The results may 
be that the customer will buy more, salespeople may sell 
more, and the store's yield per customer, per fixture, per 
employee, per square foot of selling space, and per expense 
dollar, may be increased. 
CHAPTER V 
PROBLEMS OF BRANCH STORES 
A. Definition 
The trend towards suburban living and the ex-
pressed desire of the "suburbanite to shop closer to home 
has led to the creation of shopping centers and branch 
stores. The need for such facilities has led to the leasing 
or purchase of a single building in the center of a small 
town (Winchester) or to the creation of a 70-store shopping 
center, such as the new North Shore shopping center in 
Peabody. Inherent with an undertaking such as this are 
certain problems that must be faced and, if possible, 
solved. 
B. Inherent Problems 
A branch store starmoff with several questions 
that need immediate answers. 
The answer to this question can perhaps best be 
answered by the research department attempting to forecast 
the volume the branch is expected to reach. If a store is 
being erected the amount of floor space needed may be con-
trolled. If, however, a building already exists, then the 
departments must be made to fit the existing plant. 
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Another question to be answered is: What depart-
ments should be represented? This question hinges partly 
on floor space and to a great extent on the amount of 
business the department can produce. Some departments; such 
as the French Shop, bridal and fur coats, may not produce 
enough business to warrant establishment in a branch. These 
departments generally will warrant a shopping trip in town 
to talk to experienced people before making such a purchase. 
When a department store makes the decision to join 
in with a group of stores to erect a center, a question 
of major concern arises. One of the top complaints that 
grew out of the three city survey was the inability to do 
many errands at one time because of the lack of adequate 
representation in the shopping center. 
The initial venture into branch operation was 
usually done by the parent store entering a suburban area 
where they felt their "type" of customer dwelt and where 
they could siphon off a bit of the business being done by 
the local specialty shops. In entering the area they would 
normally rent, lease or buy a building in which to conduct 
their operation and would give little or no thought to the 
other stores in the area, save, whether or not they offered 
any competition. This branch was of course the prime 
-
example of an unplanned suburban area, and justifies the 
consumers complaint. 
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Of course such an area as this could not be planned 
since most of the businesses were in existence when the Boston 
store entered the area with a branch. 
In areas that were built from the ground up such 
as, Chestnut Hill and Shopper's World these areas were better 
prepared to do an adequate job. They could offer bids to an 
assortment of clients. In the case of Chestnut Hill and 
perhaps also Shopper's World the land available for building 
might have been a limiting factor. Neither area has a range 
of services that would fully satisfy the 110ne-trip" shopper. 
Unfortunately in the case of Chestnut Hill space limitations 
prohibit the possibility of building additional stores. Here 
again the shopper must seek other areas to satisfy all her 
wants. 
Armed with more knowledge and a true recognition 
of the place suburban shopping is going to _play in the retail 
storels future, merchants are now approaching the question 
of building with a broader view, that includes, in the case of 
the new North Shore shopping area, seventy (70) stores 
offering the customer a variety of services within one center. 
The future shopping centers, perhaps will be patterned along 
this line, except where land situations dictate otherwise. 
Branches that are located in towns that have long 
established shopping areas, and shopping centers that are 
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unable to expand to include other types of businesses will 
suffer somewhat because of this. New shopping centers will 
perhaps consider the importance of a variety of businesses and 
include them in the planning. If a shopping center now in 
operation can expand to include other types of businesses 
that the consumer indicates a need for~ it may be for the 
benefit of the "center 11 as a whole to invite such a business 
to became a member. 
Another area of discontent amongst the "suburban-
ites11 who patronized the shopping centers is the area of price. 
The branch store shopper feels that prices were higher in 
t hese outlying areas than they were in the parent store 
located in downtown Boston. 
The answer to this question lies in a under-
standing of how the merchant thinks of his branch operation and 
also having an understanding of how the specialty shops in a 
shopping center approach the 11suburbanite". 
The 11Suburbani te" is thought of as being: (1) 
in a higher income group~ (2) better schooled~ (3) not re-
quired to work~ {4) more refined taste~ and not primarily 
price conscious. 
Thus the Boston merchant in stocking a suburban 
store stocks them with this picture in mind. and by doing so 
trades up the goods he normally stocks in Boston. It is 
true that the merchant will stock better merchandise in the 
branch , the branch operation will display and attempt to sell 
the better grade of goods based on the assumptions listed 
I 
above. In the Boston store, this better grade merchandise 
plus an assortment of other price lines will be displayed. 
One reason being that a wider cross section of customers 
pass through the Boston store. The major reason being that 
the Boston store has more area to display the wide price 
range whereas the branch area is restricted and the merchant 
attempts to put his best foot forward. 
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One of the great contributions to the cost picture 
of branch operation is the elimination of advertising costs. 
Though branch stores do have a small charge in the advertising 
column it is practically nil. The reason being, when a 
department in the Boston store advertises an item in the 
greater Boston papers, it cost practically nothing to tack 
on to the base of the ad the fact that the ~tern is also 
available in t he branch stores. The point to be noted here 
is that the item being advertised in the Boston papers and the 
item being mentioned in the ad as being in the branch stores 
carries the same price tag. 
I have been unable to find any cases where the same 
item offered for sale in a Boston store was offered for sale 
in a branch store at a higher price. 
Apparently the customer complaint here is not 
that the prices in the branches are higher for the same 
merchandise,buD rather that the quality of the merchandise 
being offered is of higher grade and hence costs more. 
It is impossible for the branch store merchant 
to offer breadth in price range for the customer's selection 
due to t he limited amount of space available. It seems 
logical that a merchant should display and attempt to sell 
his better price lines if he is restricbed for space. The 
desire on the part of the merchant to increase his net 
profit would also be a strong factor urging him to trade 
up in this 11better income " area. 
If this customer continues to voice the complaint 
about higher prices,it might cause the merchant to trade 
down on the quality .of the merchandise placed in branch 
stores and thus meet the price request of the customer. 
Of course the shopper is interested in quality 
of merchandise,but the factor of price loom large when 
the decision to buy is being made. 
A serious look should be taken at this 11Suburban-
ite" to really get a true picture of what she is like, what 
her desires are and what she is willing to pay to satisfy 
these desires. 
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If this customer in the suburbs feels that the 
merchandise she purchases in a branch store can be purchased 
for less in the parent store of that branch located in Boston, 
then the job is one of education. A job that should get 
immediate attention for the customer must surely feel that 
she is being forced to pay a premium because she lives or 
shops in the suburbs. 
This job of education is one that must start with 
the department store head and extend throughout the entire 
store. 
C. The Problem of Shallow Stock , 
A major problem facing the branch store today seems 
to lie in the oft repeated remark 11I can't find anything here 
for me." This remark is translated into the feeling that 
branch stores in general lack sufficient stock to permit 
shopping as the customer desires to shop. 
This problem, even in the main store, costs the 
store a great deal of money each year. If a customer cannot 
locate the i tern for which she is shopping, s·he will genera]]y 
go to another store and attempt to satisfy the desire. It 
is of course important to have the item the customer seeks 
or attempt to substitute. The important thing is to keep 
her within your store in order to make the sale. 
It seems obvious that in order to have the exact 
item that every customer seeks would require unlimited 
capital and acres of space to store, display and sell. Since 
money and space are extremely expensive the merchant who want 
to be successful must make the wisest use of both of these 
elements. 
As mentioned above,one of the most expensive 
elements in a branch store operation is floor space. Because 
this is true it would be illogical to just think in terms 
of expanding a department in order to bring in everything 
that the consumer might one day ask for .. Though this is a 
solution to the question of shallow stock it is one we must 
discard as expensive and wasteful. 
Another possible solution to this problem might 
be the elimination of some of the departments in order to 
expand the more profitable ones. 
The question then arises which department to 
eliminate. In some of the early branches that were opened 
without a great deal of knowledge about such an operation, 
a few of the departments have been left out. This decision 
was apparently made when the store was being opened and the 
decision was based on the fact that there was just not 
enough room to accommodate all of the departments. The 
departmenm that were not included, of course, lose this 
percentage of business. Unless this department has an 
exclusive factor that would cause the consumer to come into 
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Boston to shop, the chances are the purchase will be made at 
a more convenient store. This more convenient store might 
also have other goods that the customer, while shopping might 
see and might buy. So lack of a department tends to hurt 
not only the department not present, but other departments as 
well. 
The question raised is which is more important: 
(1) to have complete coverage in merchandise or (2) to have 
complete coverage in departments with a few holes in the 
merchandise picture. 
The question seems to answer itself. We must 
attempt to give the customer as much merchandise choice as 
possible, we must include in this choice color, sizes, etc. 
We mus~however, hold ourselves out to serve the customer in 
as many departments as she indicates an interest. This range 
of departments must of course fit certain prerequisites. The 
department should be in our line of business, and the depart-
ment should be profitable to operate. It seems that the 
choice that will give us the most profit should be the one 
selected. Indications are that to have a greater number of 
departments might lead to greater traffic which might in 
turn lead to more sales and more profits. 
Another solution to this problem of shallow stock 
might be to stock a department with a few of a kind of all 
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the styles, colors and sizes available and allow the customer 
to select the item and then have it delivered to her home. 
This solution seems ideal if certain conditions 
can be worked out, within the store and with the customer. 
The customer: First we must get her to accept 
such an arrangement. This of course will be a question 
only she can answer at the time of purchase. She knows 
when she needs the item and whether delivery at home will be 
convenient or not. Secondly, the problem of alterations 
if any are needed. Can the customer expect to have the 
alterations on another dress measure up to the fit of the 
sample that she has tried on? And finally, suppose the 
customer needs the item immediately or even the next day, 
can we guarantee delivery. Failure to allow her to take it 
with her will mean loss of a sale. And failure to deliver 
the following day will mean loss of a sale and loss of a 
great amount of goodwill. 
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The store: Several problems arise with this kind 
of arrangement. First, can we rearrange our delivery schedule 
so that emergency deliveries can be made on a days notice. 
Secondly, who will absorb the costs for this kind of service. 
Thirdly, will this type of service increase our return because 
internal transmission of an order might cause the wrong item, 
color or size to be sent out. And finally, will such a 
service be worth the extra business that is gained. 
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The smart merchant should also look to his customer 
and seek to learn from her the answers as to what to stock~ 
how much to stock and when to stock. The customer is the 
person who decides and the merchant should listen. Such a 
program now practiced by some merchants is called 11Customer 
Preference". 
Customer preference is a plan of intensive depart-
mental study designed to aid the merchant in determining 
what his customer wants, when she wants it and how much she 
may want. 
In following a plan of this sort each department 
should be handled separately. Each department will repre-
sent a major classification. So we would have: 
Junior Sportswear, Misses Sportswear, Girl's 
7-14 Sportswear, etc., throughout the store 
listing every department. 
Then the departments would be taken separately and the items 
that the department was expected to carry would be listed; 
As an example, Junior Sportswear would carry: 
a) Sweaters 
b) Skirts 
c) Blouses 
d) Pants 
e) Jackets, etc. 
After this breakdown was made the next step would be to 
take one of the items in the department and list the various 
styles that this item might offer. We will take as an 
example, "Sweaters". Styles available might be: 
(l) Cardigan 
(2) Slip-on 
(3) Shrugs 
These are the three major classifications, but under each of 
these we must break down into styles as example: 
(l) Cardigan 
a. classic cardigan 
b. novelty cardigan 
c. beaded cardigan, etc. 
After an examination of these classifications, broken down 
to their smallest part, has been made we measure the per-
centage of business each style brings into the total sales 
picture. This measurement will tell us what percentage of 
our space on the floor should go to the particular style, 
what percentage of our advertising money should go to the 
style, what percentage of our open-to-buy should be alloted 
to the style. 
When a merchant goes through an entire department 
like this he can tell what is selling, what he should drop, 
what he should exploit further. When the merchant sets his 
entire store up like this he can pretty well determine his 
day to day rightness and be pretty well assured .:·of his stock 
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being fresh , up-to-date and what the customer wants. 
One of the most important factors in customer 
preference thinking is the maintenance of records. Records 
are the nerve center of this plan. It is from our records 
that we can determine how each classification is doing. Since 
we are going to allot space, money and emphasis based on the 
percentage of business that a classification contributes, we 
look to our records for this information. Our ~ecords should 
be set up to tell us what is selling within each sub-classi -
fication organized and summarized by customer preference 
features, in fact in a way that immediately reflects trends. 
If a beaded cardigan is our best seller at the moment, and 
the color choices areblue, yellow and pink, in that order of 
preference, our records should show this immediately. If 
the "sloppy-Joe 11 sweaters are declining in popularity, our 
records should likewise indicate this so that we will know 
what our customers are thinking. In both of the above examples 
a buyer would enter the market place and put more emphasis 
on "beaded cardigans" and less on "sloppy-Joes " . 
These examples are fine for merchandise that we 
have in stock and our records can assist us in following 
the trend and life of these two styles. But how about a new 
style that is coming on the scene,how can a buyer know what 
to do here. Here again the department records are of some 
help. Our records will indicate to us when a trend is 
declining. We can make use of many other sources to find 
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out when a trend is beginning to rise. One of the best 
sources is the manufacturer who must be very alert to the 
trends and styles in ready to wear. Another source is the 
immediate competition, what are they beginning to feature that 
is new. The very best source is the customer, what is the 
customer wearing that is new? What is the customer asking for 
that is new? What are people in other parts of the country 
wearing that is new? After getting answers to these 
questions, what then do we do? We, of course, gather all this 
information together and examine it in relation to our cus-
tomers. we again look at our records and see if our cus-
tomers have indicated any interest in anything that relates 
to the new style trend. Do we have anything in stock that 
resembles this trend, and if so have we had any noteworthy 
activity in that area? If our records do not indicate any 
trend, but we believe this might be an important new 
style that we can promote profitable, we select some of the 
styles and bring them into the store for a test period. Here 
again we can make use of our records by referring to them 
for the most popular colors now being purchased, and when we 
bring in the new style select them with this color preference 
in mind. 
This test period, which is our way of finding out 
what we should stock that is new, can be put before the 
customer in many ways. Of course, the most important way 
to test an item is to let the prospective buyer see, touch, 
try on and ask questions about the item. Since this is one 
of the best ways to get a customer's reaction, it is sensible 
to put the item in the department so that the customer can 
examine. In order to attract customers to enter the 
store and inquire about these new items we make use of our 
windows. Window space should be allo~to items that have 
proven themselves as being important and also to items that 
we are testing. 
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Another way to test an incoming trend is the sales-
people that will be selling the item. Get their views, and 
feelings. Be sure to have them, salespeople, relay not only 
their attitude but also the attitude of the shopper. Remember 
"customer preference 11 is merely having the merchandise that 
the customers prefer. Your salespeople are the spokesmen 
for your customers. They translate the wants, gripes and 
satisfactions that your customers express. Failure to listen 
to this source can be costly. 
How does this customer preference program fit into 
the Branch problem? How does such a plan help us to solve the 
question of shallow stock? 
We have offered several solutions to the question 
of 11lack of breadth and depth in our branch stock picture''. 
We have considered the probability of expanding a store in 
order to increase the stock. We have considered the proba-
bility of eliminating some of the departments in order to 
expand the stock of others. We have considered the proba-
bility of stocking 11Samples 11 of merchandise in breadth and 
depth and shipping the customer's purchases to her home. 
In an examination of these probabilities we have found weak-
nesses that would lead to a loss of sales, and/or customer 
goodwill. Attempting to solve this problem by employing the 
11customer preference 11 yardstick, will perhaps also lead to 
a loss of some sales. The increase satisfaction given to 
the customer and the ability to know that the many depart-
ments are maintaining 11day to day rightness 11 in stock will 
surely compensate for the few sales that may be lost through 
the employment of this plan. 
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How then does this plan work for the branch stores? 
In order to operate this plan successfully in a 
branch store we must know whether or not the 11preference 11 
items in the Boston store are similar to those of the 
branches. If they are not, then, we must determine a method 
of ~inding out why they differ and how we can measure 
preference items for the branches or any particular branch 
that seems to differ. We must not assume that the item or 
i terns that rank "number 1 '' number 2, etc., in the Boston 
store are going to rank the same in the branches. Nor are 
we to assume that "number 1 11 in any one branch will be 
"nwnber 1 11 in all of our branches. So the very first step 
is to find a means of determining the preference items for 
a particular department in a particular branch. In most 
instances, the number one preference in t he Boston store 
holds throughout the branch store picture. 
Secondly , we measure our expected potential for 
the number 1 preference in a branch and stock that item 
in depth and breadth. We go through our entire stock and 
supply the branch operation with the "nwnber 1 11 preference 
in every sub-classification that we carry. We then examine 
the number 2 preference and repeat the operation throughout 
the department. Space permitting we attempt to stock the 
preferences in order of their importance including, if 
possible, minor preferences that may contribute to the sales 
picture. Included in this branch store stock will also be 
items, not in depth, that we are in the process of testing. 
And so we find our branch store stock comprises 
the "customer preference" items and a sprinkling of new 
merchandise that we are 11testing " . 
One would think that thisis the only way to set 
up a department, branch or otherwise, stocked only with 
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items for which the customers have indicated a strong desire. 
Any other approach seems wasteful and expensive. This, of 
course, is true. But still a great deal of merchandising is 
based on, the ability of a buyer to know what his customers 
want. The only way for the customer to know that she wants 
is for her to have the opportunity to look at many items 
and discard those she does not want, and select the ones 
she likes. If confronted only with "[reference" i terns or a 
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very few items,she would have no base for comparison and would 
find it difficult to discard some and choose others. It 
seems that the customer considers it a necessary part of 
shopping to be able to look at a great deal of merchandise 
and then select the one or two items that she will buy. 
The merchandise that she discards as not being what she 
wants is very important in helping her select the "preference " 
item. The fact that branch stocks are considered shallow 
is based a great deal on the fact that the "unwanted " items 
aren't there to be discarded, thus allowing the customer 
to feel that she has a larger selection from which to choose. 
A branch store due to its size cannot stock enough 
merchandise to allow the customer to discard unwanted items 
in order to satisfy the feeling of breadth of selection. 
This is not to say that this desire on the part of the 
customer is not important, but it is a desire that the branch 
can't honestly fulfill. 
The only profitable solution seems to be one, 
where the items that the merchant feels the customer would 
eventually select are put into the branch stores and these 
items are given some feeling of breadth and depth by 
supporting them with the #2, #3, etc. preferences. 
To give added support to this feeling of breadth 
and depth, these items should be given good window push, 
good newspaper advertising push, and good interior display 
push. This added push will perhaps assist the consumer in 
arriving at her purchase faster and assist her by having 
performed most of the weeding ·out and discarding prior to 
her arrival at the department. 
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Adhering to the principles of 11Customer Pre-
ference11 when selecting merchandise, particularly branch 
store merchandise, should cut down on the number of returns, 
should help keep a cleaner stock, should keep the depart-
ment alert with the fashion trends and the history of same, 
should allow the department to utilize efficiently the room 
needed to display and sell and should increase the sales of 
the department. 
Adhering to the principles of ''customer preference'' 
does not give the whole answer to the question of "breadth 
and depth" of stock. "Customer preference" does seem to be 
the most'efficient tool that we know of and can apply, when 
we stock a branch store. 
SUMMARY 
This thesis has attempted to point up the fact 
that department stores today are at a crossroad, with 
several important decisions to be made. The steps to be 
taken are major ones and will perhaps clash with many 
established habits that have been accepted as necessary 
and vital to doing business. 
The reasons necessitating these steps are very 
apparent and in some cases making themselves felt by re-
ducing the net sales figure that appears on the balance 
sheet. These reasons being: (1) The need to solve the 
parking problem in downtown Boston in order to attract more 
people. (2) The need. to serve customers faster and at less 
expense in order to eliminate walkouts and to compete more 
effectively against discount operations that are now very 
much in the business of selling soft goods. (3) The need to 
solve the problem of inadequate stock in branch stores. 
This thesis has attempted to offer some workable 
solutions to these problems. The tendency on my part has 
been to suggest changes that will not appear so radical in 
nature that a major overhaul of d.epartmen.t store retailing 
would be needed in order to assimilate them into the day-to-
day business. 
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In attempting to solve the problem of downtown 
parking,the solution lies in coordinating a good public 
transportation system with adequate parking spaces located 
near enough to the central shopping district to permit the 
consumer to drive, park and shop. 
The public transportation system carries the bulk 
of the shopping load and should be efficiently operated and 
capable of serving as many outlying areas as possible. 
In the case of Boston, persons using the railroad 
into South Station are within walking distance of the down-
town area. Persons coming into North Station use the public 
transportation system into the downtown area. 
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Since transportation costs to the traveler means 
increased cost of shopping, it is to the advantage of the 
retailer to be aware of these costs and to be involved in any 
discussion that might cause an increase. The retailer should 
also be concerned with matters that may see an extension of 
the public transportation belt. Such an extension should 
make the downtown area accessible, at a lower cost, to many 
more people. 
It seems feasible that a store the size of 
Filene•s could arrange with the railroad to have special 
excursion trains to bring shoppers from Maine, Vermont and 
New Hampshire into Boston for a day of general shopping and 
sight seeing. This day or several days of shopping tours 
could be planned for the weekend {Saturday) twice a year. 
Once during the Christmas season and again during the Easter 
or Spring season. Busses could be used to move shoppers 
from North and South Station to the store. 
In order to partially guarantee the sufficient 
attendance Filene's could offer a luncheon (at a special 
price) to the shoppers. This luncheon to be servedin the 
Filene's restaurant. Filene's representatives could join 
the train prior to its arrival in Boston, distribute luncheon 
tickets and sales catalogues. These representatives could 
also answer questions and explain Fi1ene's policies in 
regards to mail order and charge accounts. These same 
representatives could ride the train a short distance back 
at the close of the day to gather complaints and suggestions. 
The downtown area represents a huge investment, 
and the downtown store must be able to carry its own sales 
weight in order to justify its existence. New, inexpensive 
and convenient means must be found to attract the consumer 
from outlying areas. Branches, despite the fact that they 
generally are profitable, are not the whole answer. Branches 
cost money to build, maintain, to stock with goods and 
personnel. The downtown store is a going concern, it has 
the plus of being in an established shopping area, it is 
convemient to many other services. The downtown area is 
where most people like to shop. 
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Steps to improve parking in the downtown area, 
steps to improve and speed public transportation into the 
downtown area; steps to attract customers from beyond the 
greater Boston boundaries are all keys to the future success 
of the downtown shopping district. The plans for downtown 
Boston do not lie in the area of abandonment. 
Downtown retailer, in order to maintain their 
intown plants, must have heavy customer traffic. The portion 
of this traffic that is being serviced by the transit system 
is being delivered to the downtown area at a cost that is 
acceptable to the user and at not too much discomfort. 
The portion of this traffic served by the rail-
roads is made up of persons working in the downtown area 
who commute daily. These commuters are faced with rising 
cost of fare and possible discontinuance of service. These 
two factors could force a rise in carpools and increase an 
already strained parking problem. 
The major problem is that portion of consumer 
traffic that elects to drive into downtown Boston to work 
or to shop. The ideal situation would be to have adequate 
parking space with a turnover every few hours. This would 
allow the downtown area to service more people in a 
shopping day. The parking area should be priced so that 
short-time parking would be encouraged, and all-day 
parkers discouraged. 
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I feel that the major problem facing the downtown 
retailer is that of parking. 
The second area this study attempted to explore is 
that of serving a customer faster and at less expense. 
Retailers, in order to accomplish this end, could well use 
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a leaf out of the operational books of food chains. Depart-
ment stores must get their selling costs down if the consumer.· 
is to be economically and well served. 
In the Boston area alone soft good "discount 
houses" accounted for $80 million dollars worth of business 
in· .the year 1957. 
These stores have been able to do this because they 
offer a pleasant atmosphere in which to shop, a depth of stock 
and attractive prices. The secret of attractive prices is not 
by magic, it consists of lowering the mark-up on the goods 
offered for sale. It is possible to lower mark-up by cutting 
operating costs. One of the largest expenses in a retail 
operation is the salaries of salespeople. The discount house 
eliminates most of this cost by allowing the customer to 
serve themselves. The fortunate part of this is that 
customers want to do their own selling and will carry the 
merchandise to the check-out desk. 
Filene's, in approaching this new wayro sell, has 
made a very weak attempt in their toy department during the 
Christmas season. The attempt, of course, reflected only 
a few positive advantages. It did show to the management 
that more people were able to see, shop and select goods 
because of the open display bins. It allowed the depart-
ment to reduce the number of clerks who normally served the 
customers. 
This type of service must be employed in any 
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and all departments that can operate this way. This type of 
service must operate year round and not just at special 
seasons. The consumer is asking for the right to shop in 
retail stores as they shop in food super markets. They want 
to see, touch, try on and buy the merchandise without having 
to do verbal and off-time physical battle with a salesperson. 
They want better prices and a little less of fancy display 
and unwanted service. 
The retailer moves slowly, the art of mass 
retailing is better than a decade old, competition may force 
the giants into action. 
The third and final area explored was that of 
stocking a branch store. It is my belief that the only 
feasible answer is that of customer preference; identifying 
your customers most wanted styles, colors, etc., and 
building a stock around these items. 
The traditional merchant is forced daily to race 
many new problems, to adjust to the ever changing face of 
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retailing, and to look into the future and begin to lay plans 
for the tommorow that seems to come too soon. The problems 
discussed in this thesis weigh heavily on the retailer's 
shoulders. The adjustments to be made to compete with the 
discount house in the soft goods field are in the planning 
stages. The solution to the parking problem in downtown 
Boston is still far in the future. Unfortunately, steps 
to convert to mass retailing methods are not being tested 
by downtown stores. Change in this area seems to come slow. 
The solution offered to combat shallowness of branch stock is 
being used at present by Wm. Filene's. The amount of 
success it will have to silence the comments concerning 
shallow stock can only be measured by time. 
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